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Rough Proofs 


Anyone who has been in the ad- 
vertising agency business for the past 
few years ought to be able to ride a 
merry-go-round from now on without 
getting dizzy. 


7, 7 FT 


King Levinsky got $31,000 for a 
two-minute session with Joe Louis, 
and Joe got $41,000 for administering 
the anesthetic. It is still more 
blessed to give than to receive. 


7? 


Senators who oppose _ brewers’ 
dealer helps might relent if the beer 
barons promised to supply signs read- 
ing, “A fried oyster or a hard-boiled 
egg free with every drink except a 
schooner.” 

vvy 


The automobile industry is now 
getting back of the safety campaign 
in earnest. Reckless driving has 
been sending entirely too many pros- 
pects to that bourne from which no 
motorist returns. 


? ? 


Sketches of new Paris millinery 
designs were transmitted to Mc- 
Creery’s by photo-radio for use in ad- 
vertising. Just another unanswer- 
able demonstration of how modern 
invention aids the progress of civili- 
zation. 

i 


The coinage of half-cent and mill 
pieces will simplify the payment of 
sales taxes, but they will add new 
furrows to the brows of those who 
have been worrying about declining 
collections at Sunday morning 
church services. 


7 7 9 


Unadvertised brands of milk may 
be sold in New York at lower prices 
than well-known products, the federal 
court has ruled. That makes it pos- 
sible to tax the consumer for the 
privilege of making up his mind. 


7. W 


California’s legislators are propos- 
ing such heavy taxes on establish- 
ments like A & P, Safeway and others 
as to make it evident that chain 
stores are expected to live up to their 
names. 

vvy 


If you eat Youth bread, the adver- 
tising will say, you can have a beau- 
tiful skin. Sounds like a fair return 
for the expenditure of a nickel, even 
in these times. 


7 vv? 


So many food products and toilet 
articles promise youth and beauty 
these days that it’s a wonder the 
beauty shops manage to beep them 
standing in line the way they do. 


er? F. 


Can you remember ’way back when 
the number of home runs made by 
a fellow named Babe Ruth was big 
news for millions of fans all over 
the country? 


7 Vv? 


Coordinator Eastman suggests that 
the railroads improve their freight 
solicitations by using more advertis- 
ing. Maybe then they could get rid 
of their most expensive salesman, 
Old Man Reciprocity. 


a 


The busiest man in advertising at 
present is the fellow in charge of the 
rumor factory. 

Cory Cus. 


WGN PUTS BAN 
ON SPONSORED 
FOOTBALL GAMES 


Colleges Dealing Direct with 
Advertisers 


Chicago, Aug. 8.—A break between 
colleges and some important radio 
stations over the broadcasting of fall 
football games was revealed this 
week as WGN, Chicago, announced 
that it would carry such games only 
on a sustaining basis and that no 
commercial sponsorship will be per- 
mitted. 

While Niles Trammell, vice-presi- 
dent in charge of the Chicago divi- 
sion of National Broadcasting Com- 
pany, said the same policy will be 
followed by WMAQ and WENR, the 
two NBC stations in Chicago, ad- 
vices from New York were that NBC 
is not ready to renounce sponsored 
football broadcasts completely. 

The decision of WGN followed the 
sale by several members of the Big 
Ten of exclusive broadcasting rights. 
Only Indiana and Illinois have re- 
fused to sell the privilege. Chicago 
and Northwestern are _ shopping 
around, manifesting some perturba- 
tion because advertisers have not 
shown as much agility in making 
offers as could be wished. 


Many Have Sponsors 


University of Michigan is reported 
to have sold exclusive broadcasting 
rights to its games for several sea- 
sons to Chevrolet Motor Company. 
Maytag Company, Newton, Ia., is 
said to have bought non-exclusive 
broadcasting rights for all home 
games of the University of Iowa, 
while Ohio Oil Company, Findlay, 
O., is credited with having paid the 
University of Ohio handsomely for 

(Continued on Page 22, Col. 4) 


Former Members of 
the Alabama Group 
Sued for $150,000 


Birmingham, Ala., Aug. 9.—The 
Alabama Journal, Montgomery, filed 
suit in the United States District 
Court here yesterday seeking $150,000 
damages against six other Alabama 
newspapers for alleged violation of 
the Sherman Anti-Trust Act. 

The defendant newspapers, which 
were members of the Alabama Group 
until it was dissolved several months 
ago, are the Birmingham News and 
Age-Herald, Mobile Register, Mobile 
Press, Huntsville Times, and the 
Montgomery Advertiser. 

The suit charges the defendants 
made “substantial” reductions in 
rates to the detriment of the Journal. 
It is averred that the six newspapers 
entered into “a contract combination 
or conspiracy” in 1933 and that “in 
furtherance of this conspiracy the 
defendants conceived a plan and de- 
sign calculated to break down and 
destroy competition with other daily 
newspapers” in Birmingham, Mont- 
gomery and Mobile. 

Counsel for the plaintiff in the case 
is the law firm of Lesh and Lesh of 
Huntington, Ind., which won a sim- 
ilar suit, involving the Indiana 
Formers’ Guide and the Midwest 
Farm Paper Unit, several months 
ago in Indiana. A Montgomery law 
firm is associated in the case. 


FIGHTS PRICE CUTS 


WE WOULDN’T GIVE 
YOU A “BUM STEER!” 


Price alone does not always make the biggest value—end 
neither does the wording used in some advertisements meen 
thet the meet you oro buying i the equity you fish Bi. 


At the present time considerable quentities of poor quality 
meats are being offered on this merket et whet seem to be ex- 
ceptionally low prices, but, considering the quelity, the price is 
really exorbitant in the long run—frequently these meats are 
edvertised os "U. S. Government Inspected Meats.” 


Wee wish to caution you not to be misled by this phrase, os it 
by no means indicates the quality, flavor or texture of the meat, 
but merely means that the animal was not diseased at the time 
i} was slaughtered. 

For more then seventy-five years A&P Stores have continued 
to gaow and serve the Great American Public. During thet 
time A&P has never deviated from the strict rule of “Quality 
First” in the selection of its merchandise and we con assure you 
now, that A&P WILL NOT, et this late hour, sacrifice quality for 
2 price advantage. However, let us assure you thet if it were 
possible to sell you better quality meats for less money, A&P 
Stores would do their best to be the first to pass these savings 
on to you. 


We Repeat. “Quality for Quality and Price 


for Price, AGP Markets Offer Value in Meats 
Second to None, Every Week in the Year.” 


THE GREAT ATLANTIC & PACIFIC TEA COMPANY 


IV 


The unusual spectacle of a chain 
store cautioning the public against 
cut prices is seen in this A. & P. 
advertisement on meat which ran 
recently in Atlanta. 


COPELAND BILL 


HEARINGS GO ON; 
CHANGES OFFERED 


Washington, D. C., Aug. 8.—Peri- 
odic hearings on the Copeland pure 
food, drugs and cosmetics bill have 
continued before the subcommittee of 
the House interstate commerce com- 
mittee, while Senator McNary of Ore- 
gon has publicly stated his convic- 
tion that the bill, along with several 
others, would probably not pass as 
Congress rushes toward adjournment 
late this month or the first of Sep- 
tember. 

The subcommittee, presided over 
by Representative Chapman, listened 
to statements of support for the bill 
by the National Canners’ Association, 
the American Medical Association, 
the Associated Grocery Manufactur- 

(Continued on Page 24, Col. 4) 


Frigidaire Out, 
Kelvinator In, 
At Geyer Agency 


Detroit, Mich., Aug. 9.—Announce- 
ment that Geyer, Cornell and New- 
ell, Inc., with headquarters in Day- 
ton, O., has been appointed to handle 
the advertising of Kelvinator Cor- 
poration was made here this week 
by H. W. Burritt, vice-president in 
charge of sales of Kelvinator Re- 
frigerator Company. 

The new agency, which already 
has offices in Dayton, New York and 
Rochester, will open a Detroit divi- 
sion to service Kelvinator exclu- 
sively. 

Changing of the name of the 
Geyer company follows, it was said 
here, upon the entrance of H. W. 
Newell into the firm as a member. 
Mr. Newell, who was vice-president 
in charge of sales for Frigidaire, 
joined the New York office of the 
agency as a vice-president early in 
July. 

The organization’s plans for ser- 
vicing the refrigerator account are 
not yet completed. Their appoint- 
ment is effective immediately. 


Frigidaire Leaves Geyer; 
Account Not Yet Placed 

Dayton, O., Aug. 8.—Lee A. Clark, 
advertising manager of Frigidaire 
Corporation, told ADVERTISING AGE 
today that the Frigidaire account has 
left the Geyer Company, which han- 
dled it for a decade. 

The company has not yet decided 
upon a new agency connection, Mr. 
Clark said. He intimated that the 
refrigerator concern’s advertising 
will be placed with one of a hand- 
ful of agencies now under considera- 
tion, but asserted that it was ex- 
tremely unlikely that a final choice 
would be made before the first of 
September. 


Last Minute 


News Flashes 


Miller Brewing Names Pettinger-LaGrange 


Indianapolis, Ind., Aug. 9.—Pettinger, LaGrange, Inc., Indianapolis, has 
been appointed to direct all national and regional advertising for Miller 


Brewing Company, Milwaukee, Wis., 


effective immediately. Edwin B. Self, 


formerly of Chicago, who recently joined Pettinger-LaGrange, will direct 


the account. 


A. & P. Adds Kate Smith on Radio 


New York, Aug. 9.—The Great Atlantic and Pacific Tea Company, one 
of radio’s oldest commercial sponsors, has signed Kate Smith for three 15- 
minute evening programs a week over the Columbia Broadcasting System, 


starting Sept. 17. 


The company’s 13-year old program, “A. & P. Gypsies,” will continue on 
the National Broadcasting Company’s network. 


Senate Committee Kills Malt Beverage Control 


Washington, D. C., Aug. 9.—The Senate finance committee, reporting 
the alcohol control bill, which previously passed the House, eliminated malt 


beverages from all control, and also 


wrote into the bill definite protection 


to newspapers, magazines and radio broadcasters, exempting them from 


liability for any misstatement conta 
ted to them. 


ined in liquor advertisements submit- 


The Senate version of the bill differs in many respects from the House 
measure, since bulk sales are prohibited, and the control agency is made 
independent instead of being under treasury jurisdiction. 


Fall Brings Promise 
Of Larger Sales, Say 


Marketing Executives 


Chicago, Aug. 8—With business 
generally holding up better during 
the summer than had been antici- 
pated, and with most business in- 
dices indicating more favorable con- 
ditions than at any time within the 
past several years, increased activy- 
ity along the industrial front, and 
consequently along the advertising 
front, may be expected this fall, in 
the opinion of leading marketing and 
advertising executives throughout the 
country. 

Because the making of prophesies 
has proven a thankless task recently, 
major advertising and marketing ex- 
ecutives are inclined to resist any 
tendency to look forward for prog- 
nosticating purposes, but even those 
who refuse to don the robes of seers 
are willing to admit privately that 
the outlook for fall business is better 
than it has been for many years. 

The general legislative situation 
worries many, but it is recognized 
that basic factors necessary for sound 
recovery are satisfactory, and that a 
substantial increase in sales and 
profits can be expected unless un- 
foreseen contingencies arise to upset 
the business apple cart. 


Sees Business Better 


Confidence that the agricultural 
section of the country is well out of 
the doldrums is evidenced by the 
comment of F. W. Heiskell, adver- 
tising manager, International Har- 
vester Company of America, who told 
ADVERTISING AGE “so far as I can 
judge conditions in our field at the 
present time, I should say that our 
business for the last half of this 
year will be better than the second 
half of 1934. 

“Furthermore, I should say that 
our advertising expenditures for the 
second half of this year will be some- 
what larger than for the second half 
of last year.” 

Chas. M. Pritzker, . advertising 
manager, Gillette Safety Razor Com- 
pany, Boston, points out that in 
these days it is very hard to predict 
what the future holds in store. 

“We do feel, however, notwith- 
standing the trying conditions under 
which business has to operate, con- 
cerns who promote their products 
soundly should fare in direct ratio 
to their efforts. 


Aggressive Advertising 


“Accordingly, our plans call for 
some very aggressive advertising, a 
strengthening of our selling organi- 
zation, and a steady effort on sales 
promotion in order that there be no 
let down anywhere along the line.” 

“Our 1935 advertising campaign 
was planned with an increased tempo 
because of the fact that our execu- 

(Continued on Page 21, Col. 1) 
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ADVERTISING AGE 


August 12, 1935 


EXPECT PRICE 
LISTS TO ADD 


LURE T0 COPY) 


Houbigant Adopts New Policy 
in Advertising 


New York, Aug. 8—One of the 
principal innovations in the cam- 
paigns being released by the Law- 
rence C. Gumbinner Advertising 
Agency, Inc., for the House of Hou- 
bigant, covering advertising on Hou- 
bigant, Cheramy and Fougere Royale 
perfumes and toilet goods for the last 
half of 1935, is the inclusion of a 


complete price list including all | 


items in whichever of the three lines 
individual copy features. 


The plan also provides for distinct 
schedules for Houbigant, Fougere 
Royale, and the economy line of 
Cheramy products, which, because 
of their lower prices and smart 
character, are particularly aimed at 
the “budget” market of young 
women with limited means. 

It is the belief of agency executives 
that the price lists will tend to en- 
courage better reading of the text. 
Women, especially, it has been noted, 
are prone to linger over retail copy 
liberally sprinkled with quotations. 

Houbigant copy will feature a 
great variety of items, selected for 
timeliness and value. The class 
magazine pages in color on Pres- 
ence, the new perfume introduced 
two years ago, will continue the 
package glorification type of copy. 

Copy on Fougere Royale prepara- 
tions for men, the new wooden bowl 
of shaving soap, after-shaving lotion 
and talc, stress the desirable mas- 
culinity of the odor, making in- 
nuendos that the conventional 


WHAT A SHOWER! 


. J Af if ff 
[2 / MiNIN( 


/tLP : 
Ap rib Showers 


| 
| 
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One of the pieces of magazine 

copy for April Showers, the Houbi- 

gant line which is “exquisite, but 
not expensive." 


“water-front barber-shop” smell is 
both sissy and uncouth. 


No Perfume for Men 


However, the belief that men ap- 
preciate this odor has not encouraged 
any mention of Fougere Royale per- 
fume in the copy addressed to men. 
It is not believed that American men 
generally can be persuaded to use 
scent, one of the reasons for this con- 
viction being the fact that so few 
men make inquiries for this product. 
Cheramy April Showers pros- 


pects are signalled with drawings of 
sexy gals, attired in transparent 
parasols. Such phrases as, “Luxury 
on a Budget,” and “Exquisite, but 
not Expensive,” are depended upon 
to create price consciousness with 
no loss of prestige. 

The Cheramy schedule comprises 
double and single-column advertise- 
ments in Cosmopolitan, Ladies’ Home 
Journal, Love and Romance, Modern 
Romances, Modern Screen, Movie 
Mirror, Pictorial Review, Radio Mir- 
ror, Radio Stars, Screenland, Silver 
Screen, True Experiences and True 
Romances. 

Page and half-page copy on the 
Houbigant and Fougere Royale lines 
are appearing in Collier’s, Cosmopoli- 
tan, Esquire, Fortune, Good House- 
keeping, Harper’s Bazaar, McCall's, 
New Yorker, Redbook, Time, Vanity 
Fair, Vogue and Woman’s Home Com- 
panion, 

These products will also be fea- 
tured in newspaper campaigns this 
fall, and point-of-purchase advertis- 
ing is included in the plans. 


Swift, Planographer, 
Enters Indianapolis 


John S. Swift Company, Inc., with 
headquarters in St. Louis, will open 
a planographing plant at 305 Cen- 
7 Bldg., Indianapolis, about Aug. 

William A. Atkins will be man- 
ager, and William A. Johnson as- 
sistant manager. Ralph E. McElroy 
will be sales representative. 


Advanced by KDKA 

William E. Jackson, sales represen- 
tative of KDKA, Pittsburgh, for the 
past five years, has been made man- 
ager of local sales, succeeding A. 
Leroy Hasenbalg, who was recently 
appointed national sales representa- 
tive for the Pittsburgh division of 
the National Broadcasting Company. 


Braley Joins Presbrey 


Norman Braley, with Newell- 
Emmett for three years and recently 
with the art department of the R. L. 
Watkins Company, has joined the 
art staff of the Frank Presbrey Com- 
pany, New York. 


SENATE PASSES 
COPYRIGHT BILL 


Washington, D. C., Aug. 7.—The 
Duffy copyright bill, providing for 
elimination from the present law of 
a $250 minimum penalty for infringe- 
ment of copyright, regardless of ac- 
tual damages, was passed today by 
the Senate, and has been sent to the 
House. 

Through two amendments, Senator 
Wagner of New York and Senator 
Borah of Idaho struck out provisions 
of the original bill which would have 
restrained authors or composers from 
obtaining injunctions against pub- 
lishers or producers where the 
“manufacture” had proceeded to the 
extent that an injunction would cause 
undue hardships. 

Senator Wagner has predicted that 
the Duffy bill will not be enacted be- 
fore adjournment of Congress. The 
bill has been the center of artistic 
battles for two years, and has the 
strong support of the National Asso- 
ciation of Broadcasters. 

The bill as passed by the Senate 
would have copyrights run for 56 
years instead of the existing 28 years 
plus an optional 28-year renewal as 
in the present law. 

It would prevent photographers 
from copyrighting photographs of 
single individuals without consent of 
the individual. It would also fix a 
maximum of $200 as penalty for un- 
authorized publication by a news- 
paper of a copyrighted photograph. 


Johnston Names Mueller 


Lloyd R. Mueller, for the past sev- 
eral vears active in sales promotion 
work, has been named advertising 
manager of the biscuit division of 
the Robert A. Johnston Company, 
Milwaukee. He succeeds Walter Haise, 
now an account executive with Hoff- 
man & York, Milwaukee. 


The comparative value of Physical Culture for the sale of such 


products as de-caffeinated coffee is three times greater* than 


other magazines. One out of every five homes that 
receive Physical Culture have de-caffeinated coffee on 
their pantry shelves... compared with one out of 
15 in the homes reached by two of the 

leading women’s magazines. 
Culture’s ratio of effectiveness is 
applicable to all products which 


sell on a quality appeal. 


«Physical Culture’s superi- 
ority 1s based ona pantry 
inventory which ts 
avatlable for dis- 


tribution. 


Physical 


from 


250,000 


tO 


750,000 


PHYSICAL CULTURE 


The Personal Problem Magazine 


Author of Whisper 
Campaign Letter 
Eased Out of Job 


New York, Aug. 9.—Dismissed 
from his position in the advertising 
department of Thomas A. Edison, 
Inc., at West Orange, N. J., where 
the company produces storage bat- 
teries, electric toasters, grills and 
other appliances, E. P. Cramer was 
busy this week, following an apol- 
ogy to President Roosevelt, dispell- 
ing the inky cloud of alleged dis- 
grace thrust upon him when caught 
in a political swirl of the Senate 
lobby investigation in connection 
with the Wheeler-Rayburn death 
sentence bill. 

Mr. Cramer, who had written for 
the Edison company for several 
years and became a member of its 
advertising staff as a_ technical 
writer in 1933, was dismayed when 
called to appear before the Senate 
committee last week, charged with 
fostering a “whispering campaign” 
scheme directed against the spon- 
sors of the Wheeler-Rayburn public 
utilities holding company death 
sentence proposal. 

Stunned last March by the possi- 
bility of seeing the destruction of 
an investment in utilities stocks rep- 
resenting a considerable part of his 
life savings, he had written a letter 
of several pages to C. E. Groesbeck, 
chairman of the board of the Elec- 
tric Bond and Share Company. In 
it he had recommended that a con- 
ference of lawyers, department 
heads and publicity men be called to 
develop ways of defeating the 
measure. 


All a Misunderstanding 


A small section of the letter dealt 
with the thought that a committee 
appointed by the proposed confer- 
ence might consider a “whispering 
campaign.” This section, given 
major attention in press reports fol- 
lowing his appearance before the 
Senators, was relatively unimpor- 
tant among the ideas set forth in 
the long letter and, out of its con- 
text, was open to gross misunder- 
standing, acording to a statement 
made by Mr. Cramer to ADVERTISING 
AGE. 

The apology to President Roose- 
velt was sent by telegraph. It re- 
viewed the circumstances and 
stated that on calmer consideration 
he would not have considered any- 
thing “so unfair as a whispering 
campaign.” A _ secretary acknowl- 
edged receipt of the message. 

The March letter was practically 
forgotten when the summons to 
Washington came. It had been mis- 
filed by the recipient and no action 
had been taken on any of its sug- 
gestions. It came under official 
scrutiny when the records of the 
Electric Bond & Share Company 
were impounded by the committee. 

Press reports this week indicate 
that Mr. Cramer’s dismissal from 
Thomas A. Edison, Inc., was au- 
thorized by the company’s president, 
Charles Edison, son of the inventor. 
The statement issued by the com- 
pany spoke of the whispering cam- 
paign suggestion as “reprehensible,” 
pointed out that the firm is not a 
public utility, and is not interested 
in the Wheeler-Rayburn bill nor Mr. 
Cramer’s political views. 

Mr. Cramer, 45, has been in ad- 
vertising for many years, having 
both free lanced and been in the 
agency field. 


Meiners Makes Change 

Norman H. Meiners, formerly with 
Street Railways Advertising Com- 
pany, has joined Phelps-Engel-Phelps, 
Inc., Chicago, as account executive. 
Mr. Meiners was associated with Mac- 
fadden Publications for 12 years. 


Rohrs With Esty 


George C. Rohrs, formerly with 
General Foods Corporation and the 
Hoffman Beverage Company, has 
joined William Esty and Co., New 
York, in an executive capacity. 


Universal Expands 
Universal Radio Productions, Inc., 
transcription program features and 
off-the-air recordings, has moved to 
larger quarters at its present ad- 
dress, 180 N. Michigan Ave., Chicago. 


AP 
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ADVERTISING AGE 


One Spur for “Iwo Sides 


There’sa tale around town about a man who 
appeared at a riding academy wearing one 
spur. When asked why he only wore one, 
he replied, “Well, I figured that if I could 
get the right side of the horse to go, the left 


side would manage to keep up somehow.” 


Advertisers can frequently get along with 
just one spur. If they can get New York 
to go, the rest of the country will manage 
to keep up somehow, exactly like the two 


sides of a horse. 


The minute goods start to move in New 
York, they are snapped up by the buyers in 
the leading stores in forty other large trad- 


THE 


NEW YORKER 


25 WEST 45th STREET - NEW YORK 


ing centers. The smaller towns and villages 


follow. Then the rest of the country. 


When the merchandise is advertised in The 
New Yorker, the pace is accelerated. For 
The New Yorker not only makes New York 
go, it starts the rest of the country quickly. 
For these alert out-of-town buyers know 
that what is advertised in The New Yorker 
will sell in New York. Therefore it will sell 
in Philadelphia. Therefore it will sell in 
Lancaster. Therefore it will sell in Bird- 


in-Hand. 


Get the right side of the horse to move. 
The left side will keep up somehow. 
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W. A. Burr, of Chicago 
Staff of M-S-N, Dies 


Walter A. Burr, 43, member of the 
Chicago staff of Metropolitan Sunday 
Newspapers, Inc., died Aug. 7 in 
Passavant Hospital, Chicago, follow- 
ing an operation. He joined Metro- 
politan Sunday Newspapers about 
two years ago, following varied ex- 
perience in the sales side of the pub- 
lication field. 

Mr. Burr served the Hearst organ- 
ization as a salesman for The Comic 
Weekly, and prior to that as a Hearst 
magazine representative on the Pa- 
cific coast. One connection for which 
he was particularly well known was 
with Asia, where he was associated 
with C. B. Van Tassel, now advertis- 
ing manager for Vogue. Mr. Burr is 
survived by his widow and two chil- 
dren, Walter A. Burr, Jr., and Jo- 
hanna Burr. 


Birmingham Drugzgists 
Form New Alliance 


Thirty leading independent drug- 
gists of Birmingham, Ala., have or- 
ganized the Arrow Stores, to engage 
in cooperative advertising, and to 
meet competition from chain stores 
and department stores with drug de- 
partments. 

The organization has no connec- 
tion with Associated Independent 
Drug Stores, Inc., of Birmingham, 
cooperative buying group, although 
some druggists are members of both 
organizations. 


Radiator Firm 
Will Sponsor 
Salzburg Music 


New York, Aug. 8.—Turning to 
Europe for talent, the American Ra- 
diator Company will sponsor the 
trans-oceanic broadcast of three 
Salzburg Music Festival concerts on 
Aug. 11, 18, and 25 from the Mo- 
zartum in Salzburg, Austria, to be 
carried to American audiences over 
an NBC network. 

The concerts will be a full hour 
each in duration, and will consist of 
performances by the Vienna Phil- 
harmonic Orchestra of 80 musicians 
directed by Felix Weingartner, cele- 
brated European conductor and com- 
poser, and two other conductors now 
being signed. 

The three performances have been 
arranged especially for broadcast to 
an American audience. They will be 
heard over an NBC-WJZ network 
from 11 to 12 noon, EDST. 

In addition to these three special 
programs, American listeners are 
hearing two other features of this 
season’s Salzburg festival as sus- 
taining offerings of NBC. 

“Don Giovanni” was on the air 
over an NBC-WEAF network on Aug. 


1, at 2:15 p. m., EDST, and Beetho- 
ven’s “Fidelio” will be heard over a 
similar network Aug. 31 at the same 
hour. 


Donahue Scholarship 


Founded at Notre Dame 


Notre Dame University, South 
Bend, Ind., has announced that a 
new scholarship has been established 
in memory of William E. Donahue, 
former advertising manager of the 
Chicago Tribune and special lecturer 
at the university. 

The scholarship, which is the gift 
of Mr. Donahue’s widow, will be 
awarded annually to a member of 
the Annunciation parish, Chicago. 
The income from the fund will be 
used to defray the expense of a full 
scholarship in the college of com- 
merce, 


Hotel Lures Travelers 
‘With “Air-Cooled” Drive 


A newspaper advertising campaign 
during July, promoting new air- 
cooled rooms, has brought increased 
business to the Muehlebach Hotel, 
Kansas City. 

The hotel took space in 45 news- 
papers in Missouri, Kansas, Okla- 
homa, Nebraska, and Iowa. As a re- 
sult, the hotel’s air-cooled third floor 
was sold out every night for a month, 
and the rest of the hotel experi- 
enced a substantial increase in pa- 
tronage. 


FROM BROADAXE TO 200 
SAWMILLS 


1935 BUSINESS UP 
37.3% OVER 1934 


A century and a quarter ago, the Northwest Company 
of Canada erected the Spokane House, a combined fort 


IN SPOKANE AREA 


- - 
LARGEST WHITE PINE SAWMILL IN 


and stockade, at the confluence of the Spokane and Little 


Spokane Rivers; later acquired by John Jacob Astor's 


Pacific Fur Company. 


It was the outside world’s first investment in the Spo- 


THE WORLD AT LEWISTON, IDAHO Ee 


One of nation’s t 
stretches beyond the hillsin background 


be : . By 
=. LOGGING OPERATIONS 


whea tik 


of upper picture—its greatest lead-silver 
mine due north—greatest power pro- 


kane district; and marked the initial utilization of the 
Spokane area’s superb forest resources. 


Today, with 200 sawmills, including the two largest 
mills cutting white pine timber in the world and the nation’s largest stand of white pine, lum- 
bering is a big industry in Spokane and Inland Empire, producing up to $50,000,000 worth of di- 
versified timber products in one year. Mills operating in the Spokane area have hummed with 
activity throughout 1935 and their new business received from January 1 to June 15, 1935, showed 
an increase of 37.3% compared with the same period of 1934. 


ject to the northwest. 


Other favoring factors which make Spokane and Inland Empire an outstanding market are the 
$63,000,000 Grand Coulee dam 91 miles west of Spokane, $14,000,000 government crop benefit, 
over 40 C. C. C. forest camps, higher prices for metals, live stock, farm crops, and other basic 


» products. 


For more than half a century The Spokesman-Review and Spokane Daily Chronicle have served 
this distinctly different market, built good will and prestige. Both city and Inland Empire look 
to these pioneer dailies for regional and world news; and they offer over 90,000 combined circula- 
tion (85% UNduplicated) for 101,247 urban families in the Polk Spokane trade area. 
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MAGAZINES SHOW 
9.87% DROP IN 
AUGUST LINEAGE 


Chicago, Aug. 8.—Advertising in 
national magazines showed a drop 
during August as compared with 
lineage during August of last year, 
an analysis made by ADVERTISING 
AcE of measurements of 93 national 
magazines by National Advertising 
Records shows. 

The analysis reveals that these 
magazines carried 5.8 per cent less 
advertising this month than in Aug- 
ust, 1934. The total for August was 
834,416 lines, against 885,855 lines 
in the previous August, a decrease 
of 51,439 lines. 

The above figures apply to 93 mag- 
azines in six classifications for which 
comparable figures were obtainable. 
They do not cover the seventh class- 
ification, consisting of weeklies and 
semi-monthlies, for which only July 
figures were available. 


How They Stood 


Eight standard magazines carried 
29,686 lines of advertising this 
month, for an increase of 1,265 lines, 
or 4.4 per cent, over the 28,421 lines 
carried in August, 1934. 

Thirty-three general magazines 
carried a total of 299,236 lines, a de- 
crease of 49,662 lines, or 14.2 per 
cent, from the 348,898 lines carried 
in the previous August. 

A net loss of 25,585 lines or 8.4 
per cent was shown by 16 women’s 
magazines. Their total for August 
was 278,274 lines, as compared with 
303,859 lines in August, 1934. 

In the women’s groups classifica- 
tion, nineteen of the publications 
measured showed a gain of 15,218 
lines, or an increase of 10.7 per cent. 
The total for this month was 156,987 
lines, while the total for August, 
1934, was 141,769 lines. 

A gain of 6,942 lines, or 15.6 per 
cent was displayed by eight outdoor 
publications, which carried 51,284 
lines this month, against 44,342 lines 
in August, 1934. 

Nine of the mail order publications 
registered an increase of 383 lines or 
2 per cent during the month. Their 
lineage this month totaled 18,949 
lines, while their lineage a year ago 
was 18,566 lines. 

During July, the last month for 
which figures are available, 12 week- 
lies and semi-monthlies showed a de- 
crease of 18,164 lines, or 3.4 per cent. 
They displayed a total of 508,714 
lines of advertising this month, 
against 526,878 lines in the previous 
July. 

Lineage totals for this month and 
the corresponding month of last year, 
for each of the publications meas- 
ured, are given in the following 
tabulation: 7 


August Advertising Lineage 


Standard 1935 1934 
American Mercury ..... 2,760 2,556 
Altantic Monthly ...... 7,808 3,325 
Current History ...... 1,375 1,977 
Forum and Century .... 2,523 2,470 
GoetGen BOOM ..csccececs 2,022 2,539 
Harper’s Magazine .... 5,830 6,811 
Review of Reviews . 4,541 4,025 
PD ist revs edene 6 2,827 4,718 

OGD TRPOOD ok cc ccess 29,686 28,421 

General 
ME 95.50.5666 605605 14,767 15,612 
American Boy ......... 4,776 4,021 
American Golfer ...... 6,964 11,552 
American Home ....... 9,736 6,535 
Arts and Decoration. .No Issue 3,696 
0 Ere Te 1,728 2,562 
Better Homes & Gardens 10,130 9,135 
Ny BD a wGikeedh<s.aee 6,753 7,035 
oo eS! ee sre 2,062 2,815 
Christian Herald ...... 6,250 4,945 
Cosmopolitan ......... 18,912 25,566 


1935 1934 
486 


Country Life .......... ' 10,696 
DD pteckseeneceses 19,710 10,836 
ih ak ne pee es 37,525 50,481 
Graduate Group ....... 715 429 
House & Garden ....... 8,515 17,093 
House Beautiful com- 

bined with Home & 

EE ctedevnxeoeceees 9,206 11,770 
0 3,693 3,838 
ee re 8,080 8,550 
Modern Mechanix ...... 8,266 11,253 
National Geographic .. 5,460 4,641 
Nation’s Business ..... 10,528 14,403 
Open Road for Boys.... 2,985 3,801 
Physical Culture ...... 8,864 8,064 
Popular Mechanics ..... 13,075 12,164 
Popular Science Monthly 8,238 9,675 
NEED -402ccrnccccoss 14,206 16,548 
Scientific American 1,974 1,527 

MOGCEERD occcccewesese 9,555 10,906 
Pt vcocccescosneosees 15,149 20,804 
EE . cccnsoeceeetene 8,860 9,808 
MEE aveeesegeaneewes 3,530 4,120 
True Detective Mysteries 2,948 1,658 
Vanity Valr ..ccccccces 5,590 16,055 

Total Group ........ 290,376 342,786 

Women’s 1935 1934 
DRTGREEE cccccccrecse 8,999 18,360 
Farmer’s Wife ........ 6,905 5,240 
Good Housekeeping .... 26,769 27,910 
Harper's Bazaar ...... 37,945 33,930 
DE geccusckeseeses 9,980 10,778 
Household Magazine .. 17,371 8,131 
Ladies’ Home Journal... 25,869 30,896 
DE scccccesoesaess 23,891 33,571 
Meedieocratt ..ccccccccs 3,780 3,742 
Parents’ Magazine .... 11,831 10,546 
PROGOERD ccccsccccecos 75 13,871 
Pictorial Review ...... 12,653 12,262 
Shadoplay ....... Discontinued 10,639 
Prue Gteey .cccccccccss 14,566 18,180 
DE act ce eg ak ew ane-+¢ 47,353 40,432 
Woman's Home Com- 

CL sc cine wares i eee 27,265 31,084 
Women’s World ...... 6,341 4,926 

Petal Greg scccses 278,274 314,498 

Women’s Groups 
Fawcett Women’s Group 

Hollywood Magazine. 9,107 7,184 

Screen Book ........ »885 8,145 

Romantic Stories . 7,971 err 

Screen Play Magazine 9,009 8,725 

True Confessions .... 17,837 8,340 
Macfadden Women’s Group 

True Romances ..... 10,428 7,141 

+Movie Mirror ...... 11,356 8,399 

t+Love & Romance... 10,352 7,191 

+Radio Mirror ...... 10,076 3,948 


+True Experiences .. 10,205 7,108 


Modern Magazines 


Modern Screen 11,809 13,662 


Modern Romances ... 11,161 13,773 

RaGio Stars ..ccescss 11,122 8,780 
Motion Picture Unit .. 7,761 11,178 
Screenland Unit 

Screenland ........-..- 7,397 7,733 

Silver Screen ....... 7,097 8,078 
*Tower Magazines ..... 13,385 12,384 

Total Group ........ 164,958 141,769 

Outdoor 1935 1934 
Field and Stream...... 10,193 8,449 
Fur-Fish-Game ........ 5,344 6,046 
Hunter-Trader-Trapper. 5,126 5,037 
Hunting and Fishing... 5,630 4,398 
National Sportsman . 6,381 5,621 
OUtEOOrs ..cccccccccses 4,947 4,171 
Outdoor Life .......... 8,411 5,552 
Sports Afield ........+«. 5,252 5,068 

Total Group ........ 51,284 44,342 

Mail Order 
Se 4,054 3,233 
Gentlewoman ........-- 3,246 3,512 
Good Stories ........+..+ 2,988 2,529 
Home Circle ....cc.ees 1,252 1,315 
Home Friend .......... 1,403 1,019 
Illustrated Mechanics .. 1,156 789 
Moose (Aug. & Sept. 

Combined) .......e- 1,815 Noissue 
Mother’s-Home Life 1,402 1,643 
SPathfinder .......+-+-e- 3,095 3,649 
Sovereign Visitor ..... 353 877 

Total Groep ....ece 20,764 18,566 

July Advertising Lineage 

Weeklies and *Semi- 

Monthlies 
American Weekly .... 58,138 58,033 
Business Week .......- 19,586 19,800 
CAFE sb cvceeseveses 64,995 59,590 
WIGPUOS ccccccccsescces 89 11,424 
rrr 20,317 22,561 
SOD cascascecenvess 19,604 22,593 
Literary Digest ...... 15,366 19,385 
INews-Week ......-++- ,741 err 
New YOrke? ...cccccses 45,256 56,138 


Saturday Evening Post.103,634 118,460 
TEE v.cucnpeneds £eseue . 82,456 
‘Town & Country ...... 20,013 24,304 
1United States News... 58,589 32,134 

errr e 518,455 526,878 


Total Group 


+1934 figures supplied by publisher. 

iFigures supplied by publisher. 

21934 figures based on 429-line page, 
1935 on 680-line page. 

%July figures. 

*Monthly publication. 


C. H. Neff Dead 


Charles H. Neff, 73, secretary- 
treasurer of the Anderson, Ind., Her- 
ald, died recently. 
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NEW YORK 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
§ bound Sth edition of ‘Reserve Illustrations." Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


CHICAGO DETROIT 
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At ER several years of carrying on in a lack 
lustre manner, the radio industry has 
started to hustle. Why? Because with indus- 
trial activity improved over last year and 
marked advances in both wholesale and retail 
prices as compared with the first half of 1934, 
the radio industry sees an opportunity to re- 
cuperate some of the losses suffered this past 
spring. 
Manufacturers are bringing out vastly improved 
models. Distributors are putting on additional 
salesmen. Dealers are aggressively pushing 
sales, including the reemployment of outside 
salesmen. Service men are testing sets, tubes, 
antennas and every other possible source of 
business. Installment finance concerns are again 
coming back into radio. Broadcasting com- 
panies report more first class programs than 
ever before. 


And so it goes throughout the entire radio 
industry. ACTIVITY AND PLENTY OF IT. 
Are you ready to go? 


RADIO RETAILING IS READY 
to help you obtain more radio sales, 


stronger distribution, lower sales 
costs and MORE PROFITS 


Radio Retailing was founded — ‘‘to disseminate 
sound business practices throughout the radio 
industry.’’ And from this basic creed, stated 
in the first issue, January 1925, it has never 
departed. 


First to publish the ‘‘Annual Complete Specifi- 
cations of Radio Sets.’’ First to gather and 
publish sales statistics. First to present the 
costs of retailing radio merchandise. First to 
publish mneis specifications. 


Fought and won the battle at Washington for 
‘‘clearing up the ether.’’ Campaigned for con- 
tinuance of All Industry Trade Show. Launched 
‘second set’’ idea. Advocated ‘‘sell up’’ poli- 
Cies to increase average unit sale. Enlarged and 
strengthened Service Department. Brought de- 
plorable tube situation out into the open. 


Such is the record of leadership maintained by 
Radio Retailing over the past eleven years. 


And in 1936 


Radio Retailing will continue to serve the needs 
of the manufacturer, the distributor, the dealer, 
and the service man in the radio industry. 


Radio Retailing will continue to initiate and 
sponsor important developments in the indus- 


try—such as the present move- 
ment to — on the obso- 
lescence of old sets, which bids 
fair to be a most important 
factor in the 1936 selling plans 
of the radio industry. Probably 
85% of the sets sold during 
the coming year will go to 
| seapes who already own obso- 
ete receivers. 


Radio Retailing will continue to gather and 
publish practical ideas on the merchandising 
and servicing of radio equipment. 


Radio Retailing will continue to compile and 
publish authentic statistics on industry sales 
and complete specifications of new models. 


Radio Retailing will continue to present authen- 
tic technical information on new developments 
in the industry. 


Radio Retailing will continue the various de- 
partments which have established its leader- 
ship as the only really complete trade publica- 
tion in the radio industry. 


Editors Determine Future Trends 
Through Nation-wide Surveys 


Since its inception in 1925, the editors of Radio 
Retailing have conducted many surveys to get 
first hand information from the field about the 
trends and thinking in the trade. 


Right now, Editor Ray V. Sutliffe, who has 
been with Radio Retailing since 1926, is deter- 
mining the present trends in radio distribution 
through acombination of personal and question- 
naire surveys. These findings will be fully 
reported and interpreted in coming issues. 


Managing Editor, W. W. MacDonald, who has 
been on the staff of Radio Retailing during most 
of his seven years with McGraw-Hill, continues 
his close contact with dealers and service men. 
As a thorough technician in his own right, he 
has the friendly understanding of the man in 
the field so that his articles and his departments 
have that practical touch which is so important 
in a really helpful trade publication. 


Entire Resources of McGraw-Hill 
Always Available to Editors 


In addition to their own complete facilities the 
Editors of Radio Retailing have the entire news 
gathering and research facilities of the McGraw- 
Hill Publishing Company always at their finger 
tips — including the resources of its associate 
publication Electronics, for the technical and 
engineering background of the radio industry. 


RADIO RETAILING 
asc A McGraw-Hill Publication asp 
330 West 42nd St., New York, N. Y. 


Now is the time to start in 


RADIO RETAILING’S 
Big 5 star September issue 


% Complete Specifications 
of New Models 


For the eleventh consecutive year Radio Retail- 
ing will publish complete specifications of new 
models in the September issue. Metal tubes will 
be specified wherever used. An added feature 
will be the listing of the intermediate frequency 
of each model, for the special benefit of service 
men. This established Hitorial service of Radio 
Retailing is constantly referred to by the trade 
as the only complete catalog of new models. 


% First of Important Series of 
Articles Selling Radio’s 
Replacement Market 


An important series of articles on how to sell 
the replacement market in radio sets (estimated 
at 85% of the potential sales for the coming 
year) will start in the September issue. 


% Advance Reports of Radio Show 


Advance information about the National Elec- 
trical and Radio Exposition—the big consumer 
and trade show to be held September 18th to 
28th, inclusive, at Grand Central Palace, New 
York City—will be reported in the September 
issue of Radio Retailing. (Copies of the Septem- 
ber issue will be available at the Radio Retailing 
Booth.) 


% Trends in Radio Merchandise 


An expert analysis of trends for next year, from 
the viewpoint of both technical designs and ex- 
ternal appearance, will be featured in September. 


% Important Buying Power 
in Foreign Markets 


This September issue of Radio Retailing (with 
complete specifications) will be of unusual im- 
portance to its foreign readers (963 paid sub- 
scribers). It is a plus value for advertisers in a 
market of increasing sales possibilities to 
American manufacturers ia the radio industry. 


With such an exceptional editorial con- 
tent, including complete specifications of 
new models, September Radio Retailing 
will be kept and used for 3 to 6 months. 
And this longer than usual life assures 
extra value for your advertising message 
in the September issue. 


You can reach the leading distrib- 
utors, dealers and service men 
through concentration in the indus- 
try’s adios publication 


Alert distributors and dealers are actively 
watching the industry’s trend for this fall, as 
spaces and interpreted in the editorial pages 
of Radio Retailing. 


By letting these key men know, through the 
advertising pages of Radio Retailing, what you 
have and how it will fit into their profit picture, 
you can quickly improve your distribution set- 
up and get off to a fast start for increased sales 
and profits this fall. 


One hundred and forty-one advertisers have 

romoted their products and services to 20,000 
interested readers, through the display adver- 
tising pages of Radio Retailing, during the past 
twenty months. 


What space shall we reserve for you in the 
September issue? Forms close August 26th. 
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Gas Vs. Coal 
War Re-Opens 
In Birmingham 


Birmingham, Ala., Aug. 8.—With 
the temperature standing right 
around 100 degrees, the “battle of 
the fuels” has opened again in Bir- 
mingham this year with the Birming- 
ham Gas Company offering to rent 
conversion burners and guarantee 
heating bills in order to carry its 
point that “the average family can 
easily afford gas heat.” 

In order to offset the “automatic” 
feature offered in gas heat, the coal 
companies are preparing to launch a 
concerted drive in behalf of coal 
stokers. More coal stokers were sold 
last year than for all past years com- 
bined and the season will open early 
this year. 

The gas utility offers to rent heat- 
ing burners for $5 down and $3.50 
per month, the latter to be paid only 
during the heating season. Rental 
payments may be applied on the pur- 
chase of the equipment at any time 
desired by the customer. 

Where desired, an engineer for the 
company will make an estimate as 
to the heating bill for the season 
and the utility guarantees it not to 


run more than ten per cent beyond 
the estimate. This is expected to cir- 
cumvent the point often raised by 
prospects that “gas heat is too ex- 
pensive.” 


Gruen to Sponsor 


Pearson, Allen Series 


Comments on the Washington 
scene will be given by Drew Pearson 
and Robert S. Allen, creators and 
writers of the book and column, 
“Washington Merry-Go-Round,” in a 
new series of radio programs start- 
ing Oct. 1, under sponsorship of 
the Gruen Watch Company. 

The programs will be heard on 
Tuesdays and Saturdays from 7:45 
to 8 p. m. over WOR, Newark, N. J., 
and the other stations of the Mutual 
Broadcasting System. 


On 24-Hour Schedule 


Station WNEW, Newark, N. J., 
has started operating 24 hours a 
day. Heretofore, the station has 
signed off at 2 a. m., and gone on 
the air at 7 a. m. The hours between 
2 a. m. and 7 a. m. will be devoted 
to recording of orchestras, novelty 
programs, and special features. 


Maine to Stress Travel 


The Maine legislature has passed a 
law directing that the word “Va- 
cationland” is to apppear on all reg- 
istration plates issued for passenger 
and hire cars and trucks in 1936. 


FINDS 9 OF 10 
RADIO LISTENERS 
LIKE MUSIC BEST 


Allport Tells Results of 
Investigations 


Boston, Mass., Aug. 8.—Nine of 
every ten radio listeners prefer mu- 
sic to spoken material because 
spoken material is usually uninter- 
esting, requires too much effort to 
follow, and because absence of the 
speaker’s personality reduces his ap- 
peal, Gordon W. Allport, professor of 
psychology at Harvard University, 
declared in a talk here. 

Prof. Allport presented conclu- 
sions he has reached from a number 
of investigations dealing with the 
“psychology of radio.” 

Through surveys he sought to 
answer these questions, among 
others: What are listeners’ habits 
and tastes?; what, if anything, can 
be told concerning a speaker’s per- 
sonality from his voice as it is heard 


W aie the prime factor for this leadership lies in the large amount of ad- 
vertising run by local retailers, many national advertisers are choosing The Cedar 
Rapids Gazette as a test-market medium. . . notable among which is Premier-Pabst 
Brewing Company who recently introduced Canned Beer to the United States, 
selecting as its first test market the rich, fertile Cedar Rapids area. The tremen- 
dous success of this introductory campaign was far above the expectations of the 
advertiser and its advertising agent, Morris, Windmuller & Enzinger. 


Cedar Rapids and its surrounding territory is the logical lowa market for na- 
tional advertisers to cultivate. Everything is in your favor . . . wealth, population, 
higher average incomes and more spending money . . . and one newspaper with 
a low milline rate to cover your potential customers. 


TOTAL LINAGE IOWA DAILIES FIRST SIX MONTHS 1935 
(As reported by Iowa Daily Press Association and Media Records) 
CEDAR RAPIDS GAZETTE..... 


Des Moines Register .. 
Des Moines Tribune .. 
Davenport Times . 

Waterloo Courier ..... 


Sioux City Journal ...... 


Sioux City Tribune 


. 3,486,228 
3,303,051 
.. 3,236,644 
ers 
RRO, 
. 2,478,459 

2,079,274 


"BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


New York 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


Chicago Detroit 


St. Louis 


HEADS OWN AGENCY 


Leo Burnett, who last week left the 

Chicago office of Erwin, Wasey & 

Co, to start his own agency. His 

offices are at 360 N. Michigan 
Ave., Chicago. 


over the radio?; and why are men 
nearly always preferred as_ radio 
speakers? 

College students spend ten hours 
per week before the radio, he found. 
Others of varying education spend 
the following time as radio listen- 
ers: 17-20 years’ schooling, 16 hours 
a week; 13-15 years’ schooling, 18 
hours; 9-12 years’ schooling, 23 
hours; 1-8 years’ schooling, 21 hours. 

An estimate that Americans de- 
vote one billion hours per week lis- 
tening to the radio, as compared 
with 150,000,000 hours per week be- 
fore the motion picture screen, was 
made by Dr. Allport. 


How Programs Rank 


In a test of 1,200 listeners, he 
found that favorite programs of 
young people were dance orchestras, 
football, symphonies, old song favor- 
ites, and drama, in that order. Older 
people like old song favorites best, 
then humorists, news events, sym- 
phonies, and drama. Educational 
programs ranked ninth in a list of 
42 types. 

Taking an average of all ages of 
listeners, Dr. Allport discovered that 
old song favorites rank first in pref- 
erence, and in order, dance orches- 
tras, news events, symphonies, foot- 
ball and drama. 

Least interesting were sermons, 
recipes and cooking lessons, fashion 
reports, political speeches, business 
and stock reports, and “advertising.” 

“Advertising annoyed 82 per cent 
at least some of the time,” Prof. All- 
port reported, “and yet most admit 
buying radio-advertised goods. One. 
third actually take the trouble to 
write down the name of the product 
or dealer. But only 24 per cent 
would be willing to pay a tax of $2 
a year to escape the annoyance of 
advertising.” 

Two-thirds of the listeners inter- 
viewed prefer to hear news broad- 
cast than to read it in newspapers, 


he stated. Nine-tenths prefer to hear 
a speech on the air than to read it, 
but over half prefer to hear a 
speaker give his talk in person than 
to hear it broadcast. A similar ten- 
dency was noted in regard to humor 
—people prefer to hear a joke on the 
radio than to read it, but they like 
still better to hear it in person. 


Women Unpopular 


Radio has not greatly reduced at- 
tendance at church, concerts, mov- 
ies, or dances, in no instance more 
than 18 per cent, in the case of con- 
certs. Vaudeville is an exception, he 
added, stating that radio has no 
doubt hastened the demise of vaude- 
ville, for an evening at home can 
provide a full variety entertainment. 

“One reason for the great popu- 
larity of music is that three-quarters 
of the listeners engage in some other 
activity while listening: bridge, 
handwork, or even reading,” Prof. 
Allport said. 

“It is an interesting fact that 
women’s voices are not popular on 
the air,” he said. “Ninety-five per 
cent of our subjects prefer male 
voices. This is not true of actresses 
and singers demanded by dramatic 
and musical programs. But even 
here, however, the contralto voice is 
much preferred to the soprano. 

“We conducted a number of ex- 
periments using trained voices of 
men and women, for all sorts of ma- 
terial. It turned out that men’s 
voices were almost unanimously pre- 
ferred for matter of fact material, 
news, politics, weather reports. They 
were judged more persuasive, more 
interested in what they were saying, 
more attractive, and above all, more 
natural. 

“Women, however, were actually 
rated higher for reflective, poetic, 
and theoretical material. On the 
whole, the great sin of women broad- 
easters is judged to be affectation. 
Especially offensive is the voice of 
a woman advertising products.” 

In regard to the relative effective- 
ness of reading vs. listening, Prof. 
Allport said he found that this varies 
greatly with the difficulty of the ma- 
terial. 

“All really difficult material had 
much better be read—in cases where 
the thought is complex or the vocab- 
ulary is unusual. The grounds for 
misunderstanding in oral instruction 
are greater than in printed.” 


Combine at B. & B. 


J. Vance Babb and Robert Wilkin- 
son have joined the publicity de- 
partment of Benton & Bowles, Inc., 
New York. Both were formerly in 
charge of publicity on all sponsored 
programs of the two leading net- 
works. Mr. Babb was with the Na- 
tional Broadcasting Company; Mr. 
Wilkinson, the Columbia Broadcast- 
ing System. 


Repeats Institute 


Editors and publishers of weekly 
newspapers will convene at Rutgers 
University, New Brunswick, N. J., 
Oct. 7 for the 12th annual newspaper 
institute of the New Jersey Press 
Association. Leading newspapers of 
the state, divided into daily and 
weekly classes, will compete for merit 
prizes. 


The Chicago Office of 
Advertising Age 


is now located at 


100 E. OHIO STREET 


Call DELaware 1337-8-9-40 
for all departments. 


eeeoe arene 
4 ae. D a 
: | | 
| | | 
| if ¥ 
% si eg me j x 4 x 
eee, “i : p 
| | 5 if Ls 
? | ; a 
ape iy RD tent Poi a EE | 
pe 
1 ee 
ii eg aaeag 
5 ke eh 
si re Ba | a as 
x aes: | 
| 
: | — _ 
far. _=————————— 
a Cane cal 
- —_—————— ours 
|} ¢ 
| 
lal | | 
anes ee a se na ‘G/:\ ZL fH ib 
5 sexi CONNOR whl 
Peer ahem o " e 
aha Non 
a Lr Dt es 
Fa ot gee ae - wit " 
a wae NES SST 
os Sessa a Yon © 
a ge te © - * 
P ‘ Se ee ee 
So ee St ee ee 
rie & - . eS ee RS \ 
"NS Ae Were : : eS oe ee ae 
: a 2 ey eee St 
= Ae. hae ete Boge es ? a “ 
i ae a: re ‘ 3 os ee me) o< 
rn: Cen eam . SSS" eee ee 4 
ee ee eta! eei% is heres 
aust a ze ‘a Big ‘ < = ‘ oe = : 
_ " eee y 2 ae pee peace eS ro 
ah on =e ~~ ees 
af: iim ES ee 
: Yas oy a 
ee eee = ioe Booey | 
Sree Asker Se 
Sc aR ee 
Pee es, 
cs note ieee 
: 
| 
ce TS aa i 
. , 
eee gr Mea aio es, Gat oe i Gatien on he eae at eS ae ae ged pine oe aE GAO NS RR os mere IE ae WS os Sie TON Ten Tote Met Wem eae OOF rn tea aera any ere 2 
FURS AED ar Pats ae ty) he RR MEANS Sg i et. ee a eee RO Sige ia ge pee eerie te Pie ise we Sith pie awh cate nae ine ee Ae oR PLES ae se TA a SS geet ic: «Te Soe anes ee oe he ae eee Se 
eae a ee ee ee Fe on nen * eee cat geen Comes re ae Se ee Pee pee ag hii hala erecta Re Ba. 
se eee came Pe yaks Megan) eee tre. uae gas ute! PRES aay, OS 2. tS Ore ee Hc ce A tame anes ies ae SSN Sle ss let Se, Set OE Sener ee SE ay cation ne 


Ge 


—=— 


August 12, 1935 


ADVERTISING AGE 


THE EMPEROR STATED ETHIOPIA’S CASE— 


FOR TIMES READERS EXCLUSIVELY 


EACE is imperiled by threatened 
conflict between Mussolini’s legions 
and Haile Selassie’s African warriors. 
Councils of arbitration and conciliation end 
in deadlock. The two nations prepare for 
war...until a world, alarmed, suggests that through compromise 


lies the road to peace. 


From Rome comes instant word... “Italy can allow no diplo- 


matic formula to interrupt the action she has begun.” 


But what from Addis AbabaP Anxious for peace, the world 


wonders . . . wants to know... 


The New York Times news department moves quickly. Who should 
know better what Ethiopia will do than the Emperor himself ? 


A cable flashes direct to the Lion of Judah, Elect of God, Light 


The New York Gimes 


Farseeing advertisers have long recognized 
the selling value of advertising placed side 
by side with the outstanding news of the 
day. @ So The New York Times continues 


of the World, King of Kings of Ethiopia. 
What is Ethiopia’s attitude? The answer 
flashes back. 


we accept zones . . . followed inevitably 


*‘Under no circumstances will 


‘ 
WIDE WORLD PHOTO 


Haile Selassie I, Emperor of Ethiopia 


by annexation.” 

Foreign offices throughout the world . . . waiting newspaper 
offices throughout the world . . . seize eagerly upon this answering 
cable. It is big news. It is a diplomatic document of historic 
significance . . . sent to The New York Times by a reigning head 
himself— Haile Selassie I, Emperor of Ethiopia. 


*tA chievement!” you think P 
**Routine!”’ said the news department. ‘All in the day’s work.” 


Performance of the unusual in getting and publishing the news of 
the world is ‘‘all in the day’s work” with the The New York Times 
. . . the chief reason The Times is the outstanding newspaper it is. 


to lead in advertising results, just as it leads 
in news-gathering enterprise. @ And motor 
car advertising, being news, speeds best in 
The New York Times, the foremost newspaper. 
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“97 VARIETIES” 
SALE PROMOTED 
BY A. J. HEINZ 


Detroit, Mich., Aug. 8.—H. J. Heinz 
Company has embarked on a nation- 
wide sale for all of its 57 varieties, 
which has been planned to dominate 
the grocery promotion picture for 
August. 

Two-color pages in Collier's and 
the Saturday Evening Post are being 
used to announce the sale, and men- 
tion will be made of the event in 
other Heinz advertising. Newspaper 
copy, handled locally, will seek to 
stimulate direct buying action. A 
sizable campaign in business publica- 
tions prefaced the consumer drive. 

In addition, an eight-page tabloid 
rotogravure circular, imprinted with 
individual grocers’ names, has been 
distributed by grocers everywhere. 
Several million copies of this circu- 
lar, telling interesting food news and 
listing bargain offerings, have been 
printed. 

“Your Grocer and Heinz Announce 
a ‘Try-Them-All’ Sale of the Famous 


57 Varieties,” reads a typical head- 
line in the Post. Copy goes on to say 
that the purpose of the sale is to 
show the limitless menu possibilities 
that lie in the 57 varieties, and to 
make them available, for introduc- 
tory purposes, at sale prices during 
August. 

Copy is straightforward and ex- 
positional, rather than palate-tick- 
ling, as has been the case in consider- 
able of Heinz’ recent advertising. 
The campaign was prepared by 
Maxon, Ine., Detroit, which handles 
the account. 


Agency Reorganized 


Following withdrawal of Robert K. 
Hetherington f rom _ partnership, 
Hetherington-Watson Company, Phil- 
adelphia advertising agency, has been 
reorganized, and will be known as 
Watson & Co., with offices at 2236 
Lewis Tower. Officers are: W. D. 
Watson, Jr., president; H. D. Watson, 
treasurer; and Karl Grzybowski, 
secretary. 


“Baker’s Dozen” Featured 


An old-fashioned “Baker’s Dozen 
Sale’ was advertised last week by 
Safeway Stores and Piggly Wiggly 
in Kansas City, Mo. Twelve tall 
eans of milk, for instance, were of- 
fered at 80 cents, but the customer 
received 13 cans. Copy ran in the 
Kansas City Star on Aug. 3, and in 
the Kansas City Times on Aug. 7. 


Federal Truck 
To Return to 
National Ads 


Detroit, Mich., Aug. 8.—The Fed- 
eral Motor Truck Company, Detroit, 
will mark its 25th anniversary with 
a return to national advertising, tak- 
ing page space in the Aug. 17 issue 
of the Saturday Evening Post to pre- 
sent a Federal truck “backed by 25 
years of truck building experience.” 

The company has also commem- 
orated its silver anniversary with a 
pictorial and descriptive brochure of 
32 pages, with silver-color cover and 
silver edging on the pages. 

This year’s advertising, further 
emphasizing the anniversary, will 
carry in each instance a 25th anni- 
versary seal. The campaign is in 
charge of Holden, Graham & Clark, 
Inc., Detroit. 


To Observe Jubilee 


Celebrating its 25th anniversary, 
the Stock and Dairy Farmer, Duluth, 
which circulates in Minnesota, Wis- 
consin and Michigan, is publishing a 
silver jubilee number to be released 
this month. Walter H. McGenty, pub- 
lisher, has dedicated the issue to 
farmers in the “cut-over” regions. 


Sa, could 
have bought 


_..BUT THE Mig glint TO BUY THIS 


PARTICULAR CAR CAME OVER* 


The ability of WLW to create 
a brand preference is realized 
fully by two groups— those who themselves use 


WLW and those whose competitors do. 


In its 


“logical” territory, WLW is unquestionably the sta- 


tion in popularity as well as persuasiveness. 


Far, 


far beyond these bounds goes the 5C9,000-watt 
voice of WLW to create an “‘extra’’ value so definite 


and tangible that many 


advertisers have come to 


consider WLW in the light of a national medium. 
Ask us to show you what WLW has done to sales 
curves in lines similar to yours. 


The Crosley Radio Corporation 


POWEL CROSLEY, dr,, President 


CINCINNATI 


STARTS NEW PAPER 


Dr. Orestes H. Caldwell, former 


member of the Federal Radio 
Commission, who has launched 
"Radio Today," a new publication. 


‘NEW YORK NEWS’ 
COLOR PRINTING 
GIVEN SEND-OFF 


New York, Aug. 8.—With the two 
and a half story addition to the 
Brooklyn plant now complete, and 
machinery installed, the New York 
Daily News this Sunday will have in 
circulation its first general run of a 
color page. Advertising in color will 
start Aug. 25. 

This first page, although editorial, 
really marks the conclusion of well 
over a year of experimentation with 
color by the News. The subject mat- 
ter is a group of color photographs 
of women in colorful attire, a swim- 
ming pool scene, and the like. 

Since the first part of the year, 
preparations have included complet- 
ing installation of presses, training 
personnel to work together, and mak- 
ing endless experiments with various 
papers, inks, rolls, speeds, etc. 


NAB Issues New 


Washington, D. C., Aug. 8.—The 


ers has published a special report 
concerned principally with types of 
business placed over different classes 
of stations and the use made of dif- 
ferent types of rendition by various 


tisers. 

A by-product of these analyses has 
been compilation of data making 
feasible the construction of estimates 
which show for the first time the 
basic economic condition in the in- 
dustry regarding the distribution of 
advertising volume among classes of 
stations. 

The report is based upon an iden- 
tical sample of 65 stations repre- 
senting about 25 per cent of the 
gross time sales of the medium, to- 
gether with such supplementary data 
as was required to arrive at the more 
general estimates. The same three 
classes of stations as are used in the 
monthly NAB reports are employed 
in this study: stations over 1,000 
watts in power; 250-1,000 watts; and 
100 watts. 

NAB’s compilation and publication 
of monthly satistics regarding both 
network and non-network broadcast- 
ing advertising volume has made 
available, for the first time, this 
comprehensive information regard- 
ing the use of the medium by adver- 
tisers. The regular monthly NAB 
reports have been restricted to basic 
features, because of the complexity 
of the task involved. 

The current report is the second 
of the special studies to be published 
by the NAB. It was preceded by a 
study of retail broadcast advertising. 


R. M. H. Wharton Dies 


of the Patriot 
News, 
heart attack at a New York hotel. 


To Root-Mandabach 


Agency, Chicago, has appointed P. 


art director. 


Report on Sales 


National Association of Broadcast- 


industrial groups among the adver- 


Richard M. H. Wharton, president 
and general manager of the Patriot 
Company, Harrisburg, Pa., publishers 
and the Evening 
died suddenly Aug. 4 of a 


Root-Mandabach Advertising 


Wayne Jackson, formerly advertising 
manager and art director of The 
Toy Tinkers, Inc., Evanston, IIl., as 


Problems encountered had to do 
largely with applying color to a mass 
publication—the press run is about 
2,000,000—obtaining uniformity and 
true tone throughout. For many 
months now, trial printings of color 
advertisements obtained from leading 
agencies were made. These had 
been prepared for insertion in maga- 
zines and were selected for the exact- 
ness they required of presses and 
printers. 


Unusual Services 


Color rotogravure will be intro- 
duced into the Sunday Daily News 
in connection with the _ existing 
monotone rotogravure section. 

Several unique service features are 
announced by the paper. First of 
these is the pulling of progressive 
preois taken under actual mass run 
conditions. No other paper, it is 
said, does this. 

Another original idea developed by 
the News is the making of separa- 
tions, fully retouched and either posi- 
tive or negative, for the advertiser 
to use in other papers of the Three 
Major Markets Group or the Metro- 
politan Group. The News will han- 
dle this work for advertisers using 
its columns and Eastern papers. The 
Chicago Tribune will do likewise in 
the West. 

The News production will run ap- 
proximately 30,000 16-page sections 
an hour, or 60,000 eight-page sections, 
with cylinders rotating at 15,000 
revolutions an hour. 


San Antonio Laundries 
Plan New Campaign 


Laundry owners of San Antonio, 
Tex., who recently completed a 13- 
week cooperative advertising cam- 
paign featuring 16 pounds of “damp 
wash” for 49 cents, have completed 
plans for a second 13-week campaign 
on “fluff dry,” a service a step higher 
than damp wash. A series of cam- 
paigns will be staged, each on a more 
complete type of laundry service. 

Newspapers and screen advertising 
will be used, together with truck dis- 
play panels. The new campaign will 
cost about $3,000. The Texad Com- 
pany, San Antonio, will handle the 
account. 


Death Takes Leahy 


William D. Leahy, 75, editor and 
publisher of the Milford, Mass., 
Daily News since its founding in 
1887, died July 30 at Milford. Mr. 
Leahy also founded the Norwich, 
Conn., Daily News, and the Fitch- 
burg, Mass., Daily News. 


visibility, use 


For De Luxe printing and high 


the Rotogravure 


Picture Sections, especially 


Metropolitan 


Baltimore Sun — Boston Globe — Buffalo 
Times—Chicago Tribune—Cleveland Plain 
Dealer—Detroit News—New York News— 
Philadelphia Inquirer—Pittsburgh Press— 


St. Louis Globe-Democrat—Washington Star 


6,068,300 families 
Largest circulation 
of any medium. 


‘Weekly 


Current Circulation 
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Leaden Skies Pour Gold 


Into 


Oklahoma Farm Pockets 


KLAHOMA farm fields were 
transformed into billowing 
seas of golden grain by 


generous rains this spring and sum- 
mer. Farmers reaped bumper crops 
and higher prices. 


The rich grain harvest was but the 
forerunner of a steady stream of 
cash farm income that will run on 
through the harvests of corn, cotton, 
broomcorn and feedcrops. The U. S. 
Department of Agriculture reports 
show that most of Oklahoma's major 
crops will equal or exceed the 1934 
productions. Farm income from the 
harvests will be augmented by the 
marketing of livestock at marked ad- 
vances over last year's prices, plus 
the $18,375,688 in crop reduction 


checks Oklahoma farmers will re- 
ceive this year. 


The Oklahoma City market, where 
47.5% of the state's retail sales are 
made, is the heart of the state's 
richest agricultural section, and is 
one to be watched and cultivated 
during the next six months. It will 
yield sales well above normal. Get 
your share through an adequate ad- 
vertising schedule in the Oklahoman 
and Times. 


Your sales messages in these news- 
papers reach 3 out of every 5 urban 
families in the Oklahoma City mar- 
ket, as well as 9 out of every 10 fami- 
lies in Oklahoma City. Here is 
effective circulation coverage at the 
lowest milline rate in the state. 


’ 


Be 


& 


' OKLAHOMA 
city 


Abundant rains washed the 
“black” entirely from Oklahoma’s 
business map in three months. 
This map, taken from Nation’s 
Business for July, shows the 
large ‘‘white’’ area of good busi- 
ness where the Oklahoma City 
market is centered. 


1935 CROPS TOTOUCH NORMAL 


Total Total 
Production Production 

Crop 1934 1935 Crop 1934 1935 

Corn (bu.) ....... 11,644,000 26,928,000 Alfalfa (tons)... 318,000 414.000 
Wheat (bu.) .......37,348,000 37,373,000 Potatoes (bu.) ..... 2,760,000 2,601,000 
oe 20,150,000 38,870,000 Sweet Potatoes (bu.) 770,000 1,200,000 
Barley (bu.) ........ 1,265,000 1,320,000 Apples (bu.) ....... 348,000 375,000 
Ses Chad .......... 54,000 51,000 Peaches (bu.) ...... 612,000 850,000 
Tame Hay (tons)... 496,000 638,000 Pears (bu.) ........ 171,000 228,000 
Wild Hay (tons).... 265,000 396,000 Grapes (tons) ...... 2,112,000 2,890,000 


—from U. S. Department of Agriculture, Bureau of 
Agricultural Economics, as of July 10, 1935. 


The DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


National Representative, E. Katz, Special Advertising Agency 
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Punishing Big Business Because 


It Is Big 


The new tax program of the na- 
tional administration is technically 
a revenue measure, but actually is 
intended by President Roosevelt as 
a social corrective. He has indi- 
cated more than once his feeling that 
bigness in the business structure is 
a defect in itself, and consequently 
penalizing large corporations and 
large fortunes is his approach to a 
problem in which raising revenue is 
admittedly a minor factor. 

Americans have always been proud 
of the ability of men with intelli- 
gence, energy and enterprise to de- 
velop large business institutions, 
with national or world-wide inter- 
ests. The rapid rise of such indus- 
tries as the Ford Motor Company, in 
which the essential soundness of the 
business and the value of its service 
to the public have been fully recog- 
nized, has been an encouragement to 
every worker, mechanic and business 
man, who saw in the example of 
Henry Ford one he might emulate, 
given the same opportunity. 

Only a small minority in this 
country has been inclined to carp 
at success, attained in a legitimate 
way, as most business successes have 
been. The attacks made on corpo- 
rate abuses have been directed at 
their faults, and not merely on the 
size of the company itself. Bigness, 
in most cases, has been regarded as 
an opportunity for financial stability 
attractive to workers and investors, 
and as justifying long-range plan- 
ning in the service of the public and 
in the development of research per- 
taining to the company’s products. 

The reason most business men, re- 


gardless of the size of their opera- 
tions, are opposed to singling out 
large businesses for special attack, is 
because they are planning to make 
the most of their own opportunities 
to expand. Like Napoleon, who de- 
clared that every French soldier car- 
ried a marshal’s baton in his knap- 
sack, every American business man 
feels that he may have a chance to 
build an enterprise which will be 
successful in a big way. 

As a matter of fact, big business is 
far from invulnerable from a com- 
petitive standpoint. Big business 
has advantages in centralized control 
which often makes important econo- 
mies possible, but sometimes it be- 
comes so unwieldy as to lose the mo- 
bility and speed of adjustment 
which are the great advantages of 
the smaller unit. And in every field 
where large companies operate there 
are plenty of alert competitors who 
do not suffer because of smaller size. 
Many of them “sell rings around” 
the big fellows who are supposed to 
be able to dominate the situation be- 
cause of their size. 

In addition, as ADVERTISING AGE 
has pointed out heretofore, advertis- 
ing makes an industrial democracy 
possible. The live, aggressive com- 
pany with a good product can build 
through advertising a great business 
in a comparatively short time. Good 
advertising tends to equalize varia- 
tions in size. It is a competitive 
weapon which, like David’s pebble, 
may easily fell the giant who be- 
comes too complacent. American 
business has little to fear from big- 
ness alone. 


Eastman’s Advice to the Railroads 


Joseph Eastman, federal coordina- 
tor of transportation, has given the 
railroads some interesting advice on 
the subject of sales methods and ad- 
vertising. He suggests that instead 
of using traffic representatives to call 
on all of the small shippers in the 
country, the carriers employ adver- 
tising for that purpose. In that way, 
he feels, business could be promoted 
at less expense than is involved in 
present methods of freight solicita- 
tion. 

Few railroad executives would be 
willing to agree that the large ship- 
per is neglected and that the small 
shipper is called on too frequently, 
although an analysis of calls might 
reveal that this is actually the case. 
Many successful companies, like 


Coca-Cola, speeded up sales enorm- 
ously when they began consciously to 
distribute sales effort in accordance 
with the possibilities of their custo- 
mers and prospects. Definite plan- 
ning along this line might make a 
decided change in the railroad pic- 
ture. 

Railroad advertising has _ been 
largely of passenger services, which 
is badly needed, but in view of the 
many ways in which freight service 
is being modernized, the story which 
the carriers have for shippers is 
equally interesting and in many 
cases much more important. Mr. 
Eastman’s suggestions regarding the 
more rapid distribution of this vital 
transportation information should be 
given careful consideration. 
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—New York Herald Tribune. 


Classified Can Build 


To the Editor: We hope you will 


Knows.” 


In the fifth paragraph, it reads in 
part: “There is no consideration of 
prestige or reputation building.” In 


ment is made that “many advertis- 
ers who use classified exclusively are 
big operators in every respect.” 

It has been my experience in the 
field of classified over a period of 
many years that the fact is many ex- 
clusive classified advertisers are big 
operators because they do _ build 
prestige and reputation through the 


mon occurrence to receive a purely 
institutional schedule in the adver- 
tising columns. Many big classified 
advertisers have built up a reading 
clientele in classified and have built 
excellent reputations and_ greater 
prestige through those same col- 
umns. Seldom a week goes by that 
this newspaper does not carry three 
or four ads from large concerns that 
are strictly institutional and do not 
have their specific wares advertised 
at all. 

Classified advertising has become 
a tremendous power, of course, after 
its mushroom growth of many years 
ago, and while in some quarters it 
may still be considered a necessary 
evil, it has ceased to be that, but it 
is not yet recognized as it should be. 


E. F. EmMMet, 
Classified Manager, Atlanta 
Georgian American, Atlanta, Ga. 
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Cheers Suggestion 


on Publication Dates 


To the Editor: Your editorial in 
the July 29 issue about magazine 
publication dates is right to the 
point. It seems to me something 
should be done; that there should be 
a definite concerted effort to bring 
the actual dates of publication some- 
where within speaking distance of 
the date appearing on the cover. 

Of course, as you say, this pre- 
dating business originally started in 
order to get on the stands ahead of 
the other fellow. That is a laudable 


the preceding paragraph, the state- | Sonal. 


Voice of the Advertiser 


and legitimate purpose but when it 
is carried to the extremes to which 


Prestige, Is Assertion) it is in some cases, it is just plain 


ridiculous. Christmas numbers come 


pardon the friendly disagreement|out six weeks to nine weeks before 
with a part of your editorial of July | Christmas! 
22, titled “The Classified Advertiser | shopping is done from Dec. 1 to 24. 


Not so bad, but most 


Not much is done before Thanksgiv- 
ing. In the summer time the situa- 
tion for summer advertising is even 
worse because it is so definitely sea- 
I wonder if newspapers don’t 
get some parts of appropriations 
they wouldn’t get if magazine dating 
more nearly coincided with publica- 
tion. 


Anyway Scribner’s Magazine agrees 
with the idea, in fact, we are ahead 
of you. Never such a bad offender— 
our publication date was the 18th 
of the previous month — several 


classified columns, and it is a com- months ago we decided that the value 


of appearing early on the stands was 
an outworn fetish and that when an 
issue said “June,” for instance, on 
the cover, it should be on sale in 
June. So we set our publication date 
as the 27th of the previous month 
which means the magazine is in cir- 
culation during practically all of the 
month which appears on the cover. 
Our closing date was moved up pro- 
portionately closer to actual appear- 
ance. 

Let’s hear some more about this. 
As a circulation man I believe that, 
with most magazines, early appear- 
ance is a relic from the days of many 
fewer magazines. If a magazine is 
good, it gets its sale whether it 
comes out on the first of the prev- 
ious month or the 25th. Believing 
so, Scribner’s has acted accordingly. 

JoHN ZELLNER, 
Circulation Manager, Charles 


Scribner’s Sons, New York. 
vvyv 
Producers Finance 


Novel Western Drive 


To the Editor: In connection with 
your reporting of the convention of 
the National Retail Coal Merchants 
Association (July 15 issue), we think 
you may be interested in a modest 
sectional advertising program now 
current in Denver and northern 
Colorado. 


This advertising is definitely along 
the lines suggested by Mr. Bluth in 
his speech at Atlantic City. The pro- 
gram is novel in that it is being 


financed by coal producers, rather 
than dealers. There are fourteen 
mine operators in the incorporated 
group represented by the signature. 
Three or four of these operators 
maintain retail yards in Denver, but 
none are actively interested in the 
sale of stokers at the present time. 


A few retail coal dealers in this 
territory handle stokers but, with 
two exceptions, the best selling is 
being done by manufacturers or their 
representatives. We had expected to 
get our best copy material from the 
stoker people—and that they would 
break their necks to supply it. In 
spite of the fact that liberal space is 
being used and that the copy is right 
down the stoker dealers’ alley, we 
have had a “helluva” time getting 
them to give us any cooperation. 

The advertising began in June, 
runs regularly to Thanksgiving and 
comes back again in January, Febru- 
ary and March. The two daily papers 
in Denver and eight northern Colo- 
rado papers are being used. Printed 
matter, signs, etc.. tie up with the 
newspaper space. In addition, the 
sponsors have an engineer whose 
whole time is given to contact work 
among architects, heating engineers, 
contractors, industrial users, house- 
holders and coal retailers. 

It may be well to add that in re- 
cent years natural gas, piped from 
Texas, has been a serious competitor 
to coal. 

The fourteen operators comprising 
Northern Colorado Coals, Inc., are 
exclusively producers of Lignite and 
are in no way connected with the 


bituminous coal interests of this ter- 
ritory. 


E. 0. SHaw, 
Shaw-Betts, Inc., Denver, Colo. 


Dairies in Plea for 


Return of Bottles 

To the Editor: Enclosed is an un- 
usual advertisement, the first of a 
campaign sponsored by the Omaha 


Lost, STRAYED or STOLEN 


I Million 


MILK BOTTLES 


Omaha and Council Bluffs dairies are putting 
8 serious problem before the public. During the 
first six months of 1935 nearly one million milk 
bottles were lost. This failure on the part of milk 
consumers to return bottles cost the dairies ap- 
proximately $40,000. 

Because of these losses, the dairies are forced 
to charge for the bottles or raise the price of milk. 
This charge is effective August Ist. for restaur- 
ants, hotels, wholesalers and retail stores. A simi- 
lar charge to retail consumers will be held in 
abeyance pending their response to our plea. 
Failure on the part of retail consumers to heed 
our plea will necessitate a bottle charge to con- 
sumers and wholesalers alike. 

How many milk bottles do you have around your 
home in the basemént the garage? Get 
them out and return them af once to your milk- 
man. 


Milk Bottles tor Milk Only . 
Return All Bottles Daily 


Mink Deaters Bottte Exeh. 


Omaha and Council Biuftx 


milk dealers. The copy is being pre- 
pared by our company. We thought 
this might be interesting to the read- 
ers of ADVERTISING AGE. 


Minton REYNOLDS, 
The Earl Allen Company, 
Omaha, Neb. 


7 FT 


Uses A. A. Editorial 
As Classified Boost 


To the Editor: You may be inter- 
ested in the attached news item, 
which appeared on the front page of 
the classified section of the Chicago 
Herald and Examiner for Sunday, 
July 28, in which there were credited 
quotations from your publication. 


C. S. FrRENcH, 
Classified Advertising Director, 
Chicago Herald and Examiner. 


[Editor’s Note: Mr. French’s letter 
refers to a two-column news story 
appearing on the first page of classi- 
fied advertising of the Herald and 
Examiner, in which the editorial in 
the July 22 issue of ADVERTISING AGE, 
referring to recent gains in classified 
advertising, and pointing to them as 
an indication of improving business, 


is quoted.] 
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PROVEN APPEALS 
BEING USED IN 
LE GANT EFFORT 


Newspapers to Be Used As 
Backbone of Campaign 


Bridgeport, Conn., Aug. 9.—Gra- 
vure and black-and-white space in 
newspapers of 43 cities will serve as 
the spearhead of a national campaign 
for Warner Bros, Company corsets 
this fall. The newspaper schedule 
will break about Sept. 15 and will 
be supplemented by fall releases in 
five women’s magazines. 

Copy will be similar to that which 
Warner Bros. has used successfully 
during the past several years, with 
double-exposure photography illus- 
trating the “two-way stretch” of the 
company’s Lastex foundation gar- 
ments, which are identified by the 
trade-name “Le Gant of Youthlas- 
tic.” 

The points to be stressed in copy 
will be comfort, control of figure 
and freedom.from “riding up.’ These 
claims, ADVERTISING AGE was told, 
have been proven most effective for 
selling purposes in the past. 

The newspaper schedule will be di- 
vided almost evenly between roto- 
gravure and black and white, with 
average copy running 200 lines in the 
former and 300 lines in the latter. 
Booklets will again be offered, the 
booklet response in last spring’s cam- 
paign having been triple that of the 
previous season. Warner Bros. pays 
careful attention to booklet requests, 
finding that they offer a worth-while 
opportunity to “steer” corset pros- 
pects to retailers in their home cities. 


Introduce Cheaper Line 


The newspaper space will be de- 
voted entirely to the Le Gant line, 
and this mierchandise will also be 
given full pages in the September 
and October issues of Vogue. A low: 
er-priced corset line, ‘Warner’s 
Woven Two-Way Stretch,” will be 
featured in space scheduled in Good 
Housekeeping, Ladies’ Home Journal, 
McCall's, and Woman’s Home Com- 
panion. These four magazine inser- 
tions will be staggered during the 
season to insure a broad time spread. 

On the merchandising side of the 
picture, Warner Bros. has developed 
an unusual loose-leaf presentation 
book in a heavy binder which folds 
back to form an easel. All illustra- 
tions and the brief, large type mat- 
ter in the book were reproduced by 
straight photography, with striking 
effect. The book will be used by 
Warner salesmen in contacting buy- 
ers for retail outlets. 

Each illustration shows a corset 
being worn by a model in two poses, 
front and back. The poses are de- 
scribed as “natural—not high art.” 
Reproductions of national advertising 
are included in the book, which is 
shown simultaneously with the mer- 
chandise. 

Selling aids offered to retailers 
include line drawings of featured 
styles, in mat form, for use in local 
tie-up advertising, and black and 
white counter cards bearing only a 
photograph and the brand name. 
Proofs of advertisements are sent in 
advance to all stores in cities where 
newspaper releases are scheduled so 
that retailers can stock and display 
the advertised styles. On the lower- 
priced Warner line, retailers this 
year will be told which styles are 
to be featured in the booklets. 

Efforts of Warner salesmen in the 
field will be backed up by business 
paper copy appearing in Corset «& 
Underwear Review, Corsets & Bras- 
sieres, Dry Goods Merchants Trade 
Journal and Women’s Wear. J. C. 
Bull Advertising Agency, New York, 
handles the Warner account, with 
R. A. Gibney as account executive. 


Frankston Appointed 


Robert Frankston ‘has been ap- 
pointed vice-president in charge of 
sales of Conlon Corporation, Chicago, 
maker of electric washing and iron- 
ing machines. 


To Young & Rubicam 

E. Eugene Umland has resigned 
from Kennedy’s apparel stores of 
New England, where he has served 
as publicity director since 1931, to 
become associated with Young & 
Rubicam, Inc., early in September. 
Prior to 1931, Mr. Umland was as- 
sistant advertising manager of B. 
Kuppenheimer & Co., Inc., Chicago, 
for six and one-half years. 


Starts Equipment Catalog 


H. D. Allen, 549 W. Washington 
Blvd., Chicago, has started publica- 
tion of a new quarterly catalog, the 
Service Station and Bulk Plant 
Equipment Catalog. It will have a 
guaranteed circulation of 20,000 
copies annually, each edition com- 
prised of 5,000 circulation. The first 
edition will be published in October. 


Small Bottle 
New Rival of 
Canned Beer 


Toledo, O. Aug. 8—A “one-trip” 
beer bottle which will meet the com: 
petition of canned beer by eliminat- 
ing the return nuisance has been de- 
veloped by Owens-Illinois Glass Com- 
pany. “Stubby,” as the new product 
has been christened, is now being 
presented to brewers. 

Both retailers and consumers have 
objected to the standard beer bottle— 
the latter because of the necessity of 
posting a deposit to guarantee return, 
and the former because of the incon- 


venience of re-handling empties. The 
new bottle meets both of these ob- 
jections, according to Owens-Illinois, 
while retaining the heralded advan- 
tages of glass containers. 

The new bottle is about 31 per cent 
shorter than the standard beer con- 
tainer. Reduction in shipping costs 
is an important feature of its use. 
Existing equipment can be adjusted 
to handle “Stubby,” according to the 
manufacturer. 

Owens-Illinois will base its chief 
argument on sales psychology, how- 
ever. 

“A package of too small dimension 
loses sales appeal just as certainly as 
did the midget car from England in 
the automotive field,” said the com- 
pany. “‘Stubby’ represents modera- 


tion in packaging—small enough to 
afford every possible advantage in 
handling and refrigeration—not too 
small to sacrifice sales appeal, char- 
acter or facility.” 


kssues Retail Book 


Selling ideas gleaned in a tour 
covering department and specialty 
stories in 22 retail centers are out- 
lined in a book, “More Retail Sales,” 
printed by photo offset and published 
by A. Irving Schweitzer, director of 
the New York Store Methods Bu- 
reau, French Bldg., New York. 


Papers Name N. R. & J. 


Noee, Rothenburg & Jann, Inc., 
Chicago, has been appointed repre- 
sentative of the Illustrated Daily 
News and Post-Record, Los Angeles. 


OMAHA won tie xentucx, 


ONLY BECAUSE HE WAS 
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AND THAT IS WHY 
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NTUCKIANS READ 


THE COURIER-JOURNAL AND LOUISVILLE TIME® 


RACING COLTS ATA BLUEGRAs. 


i 
%. o 


FARN 


FAST TABLES. 


The Derby, you know, is the high spot 
sporting event in Kentucky each year. 
It’s also “Colonel Day,” when the famous 
Colonels meet and greet over cool -mint 


juleps. But there 


are two other high 


spots each day in the year... the hours 


when true Kentuckians open 


their 


Courier-Journals and Louisville Times. 


That’s when merchandise 


is sold in 


volume, because these two newspapers 


dominate the mass market. 


By concen- 


trating your advertising appropriation 
in them, you obtain 95.6 per cent 
coverage of this amazingly rich and 


prosperous market. 


THE COURIER-JOURNAL 


¢ WHEN THE DAWN IS ON THE BLUEGRASS, THE COURIER-JOURNAL IS FAVORITE AT THE BREAK- 


THE LOUISVILLE TIMES 


© AND THE LOUISVILLE TIMES GIVES YOU COVERAGE AT SUNDOWN. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY. 
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Kentucky State Board 


Approves Poster Drive 


Expenditure of $2,100 for poster 
advertisements to be placed on high- 
ways near large towns in other 
states, to advertise Kentucky dur- 
ing the next year, has been approved 
by the state department of public 
property board. 

The recommendation to use out- 
door advertising was made by the 
Kentucky Progress Commission, offi- 
cial state advertising agency, and au- 
thor of the slogan, “Kentucky for 
Progress,” which adorned Kentucky 
automobile license plates during the 
administration of former Gov. Flem 
D. Sampson. 


Issues “Jobber News’ 


The first issue of Automotive Job- 
ber News, weekly newspaper for job- 
ber executives and salesmen, was 
published July 22. Advertising and 
editorial offices are at 480 Lexington 
Ave., New York. The staff includes: 


H. A. Inness Brown, editor; T. R. 
Langley, associate editor; E. H. 
Smith, advertising director; T. K. 


Gibbons, New York advertising man- 
ager. 


Raises Rates 


A new card issued by the Shreve- 
port, La., Times changes the flat rate 
per agate line from nine to 11 cents 
daily and 12 te 13 cents Sunday on 
contracts received after Aug. 31. 


HUDSON OFFERS 
SAFETY TEST T0 
ALL CAR OWNERS 


Dealers to Give | Standardized 
Inspection Service 


Detroit, Mich., Aug. 8 —Hudson 
Motor Car Company will devote all 
of August to a tremendous safety 
drive, with a powerful advertising 
effort spread over all the country in 
about 1,600 newspapers. Dealers will 
cooperate with free safety demon- 
strations. 


Working on the theme that Hud- 
son cars are the safest cars on to- 
day’s highways, the advertising will 
urge all car drivers, regardless of 
the make of car they drive, to come 
to the Hudson agency and have their 
car inspected. A _ standardized in- 
spection service will be used every- 
where, and all dealers are being sup- 
plied with auxiliary promotional ma- 
trial—charts, booklets and pamph-| 


lets devoted to the necessity for 
safety in today’s driving. 

The Hudson campaign is developed 
around the idea that even the reck- 
less driver will be less of a menace 
on the road if his car is in apple-pie 
order—and the safe driver, of course, 
will be that much safer. Conse- 
quently the Hudson safety inspection, 
while complete and painstaking, will 
be limited to those factors which 
contribute directly to the safety oper- 
ation of the car. 


Detailed Inspection 


As pointed out in the advertising 
and interior display posters being 
distributed to the dealers, these fac- 
tors are: 

Brakes—tested for equalization at 
all four wheels, pedal clearance, con- 
dition of shoes and condition of 
drums. 


Steering—tested for front wheel 
bearings, front wheel alignment, con- 
dition of front spring bushings and 
front axle kingpins, check of steering 
arm for tightness on shaft and ad- 
justment of drag link. 

Motor—check made of carburetion, 
electric system and mechanical sys- 
tem. 

Wheels—check made of tire condi- 
tion, tire pressure, wheel condition 
and tightness of wheel bolts. 

Clutch—test made of pedal travel, 


TENG TS 


SURE! OUR FARMS ARE WORTH 
$16,000 ON THE AVERAGE RIGHT 
NOW...AND 3 OUT OF 5 MADE 
$1,500 OR BETTER LAST YEAR... 
PLUS LIVING! 


BUT OUR 


ONE IN 


OF THE FARM 


WEALTH CONCENTRATED IN 8 STATES 


63% 


OF THE FARM 


WELL WE'RE NOT BAD OFF... 
THAN HALF THAT, AND ONLY 


THAT MUCH! 


FARMS AVERAGE LESS 


FOUR OF US MADE 


WEALTH MUST BE SCATTERED OVER ALL THIS AREA 


Only 20% of the Farm . . But 
37% OF AMERICA’S FARM WEALTH 
IS OWNED IN THESE 8 STATES 


F you want to concentrate your advertising 
on the farm folks who have the money it’s 
One single Unit of five farm 
papers reaches the richest major farming area in 
It is 


easy now. 


the world, with close to 80% coverage. 
the Midwest Farm Paper Unit. 
The five Midwest Farm Papers circulate 


135,507 paid copies among the 20% of Amer- 
ica’s farm families who own 30% of the na- 
tion’s farm passenger cars—28% of the farm 
And, 
while these papers deliver coverage of more than 
76-7% of all Middle-Western farmers, they cover 
d truck and 
tractor owning type of farmer even more in- 
tensively—with 82% coverage of truck owners, 
83% of tractor owners. Throughout this farm 
area they deliver more than twice the effective 


trucks and 42% of the farm tractors. 


the well-to-do, P ely 


cee 


influence of any other medium. 


MIDWEST Farm Paper UNIT 


The Prairie Farmer 
Wallace’s Farmer and Iowa Homestead 


The Nebraska Farmer 
The Farmer & Farm, Stock and Home 
Wisconsin Agriculturist & Farmer 
OFFICES: 
6 North Michigan Avenue, Chicago 
San Francisco 


Detroit 
3-258 General Motors Bldg 


New York 
250 Park Ave.—420 Lexington Ave. 


good farmers—the money-makers—read 


information. They are the 
1 enough to this area’s farmers to discuss 


the time when these problems are hot. 


standpoint of coverage and that of avid 


influence their spending of it. 
eye-opening experience. 


There’s a reason, for these are the papers the 


all. Midwest Farm Papers alone are edited to 
give these farmers local, specific money-making 
only papers close 


mediate problems of Middle Western farmers at 


As a result you can use Midwest Farm Papers 
in black and white—and soon in color-roto- 
gravure—with unparalleled effect—both from the 


Ask the nearest Midwest Farm Paper Unit 
office to send a man with the facts on what 
these farmers have to spend and how you can 
You'll find it an 


first of 


the im- 


interest. 
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"He Who Gets Slapped" might 

be the title of this newspaper ad- 

vertisement for Luxor, Ltd., deal- 

ing with shiny nose, which ran in 
an Indiana paper. 


clutch play, tendency to grab or slip, 
and of condition of pedal pad. 

Rear Axle—tested for driving con- 
dition, for braking check on rear 
axle, housing examined for lubrica- 
tion leak, tested in all forward gears 
and reverse, checked for gear noise 
or rumble. 

Lighting—all lights checked; head- 
lamps tested in all positions for fo- 
cus, direction and intensity 

Signaling—horn tested, if in pairs 
tested for synchronization, stop light 
checked. 


Booklet Gives 


Whatever repairs are necessary are 
detailed to the car owner, and he 
can use the Hudson service, if he de- 
sires, or his own mechanic. It is em- 
phasized that the examination im- 
poses no obligation. 

Should the driver be interested, he 
can learn still more from Hudson by 
reading a booklet which Hudson deal- 
ers will distribute, entitled “It’s Bet- 
ter to Be Safe Than Sorry.” In this 
booklet Hudson outlines the funda- 
mentals of safe driving. 

This booklet lists 16 questions and 
answers testing the driver’s general 
knowledge and ability as regards 
common situations—making left and 
right-hand turns, how to round a 
curve properly, the proper technique 
of passing, of shifting on a steep 
grade, etc. Line drawings used in 
conjunction with the answers give 
the driver a graphic idea of what is 
good and what is bad driving prac- 
tice. 

Much interest has already been 
manifested in the campaign by safety 
groups, police chiefs, mayors, cham- 
bers of commerce, and others, accord- 
ing to Hudson officials. 

Brooke, Smith & French, Inc., is 
the agency in charge. 


Directions 


Plymouth Film Fosters 
Safe Use of Automobiles 


A new picture, “Everybody’s Busi- 
ness,” just completed at Hollywood, 
and sponsored by the Plymouth Mo- 
tor Corporation, Detroit, as a con- 
tribution to the cause of safer driv- 
ing, will soon be released as a the- 
atrical reel in several thousand thea- 
tres. 

Approved by the National Safety 
Council for national use under its 
auspices, the film is non-commercial, 
but does use Plymouth cars in some 
of its sequences. It will be shown 
also by automobile dealers and dis- 
tributors, police departments, schools, 
colleges and clubs. 


Evans Joins Merrick 


With more advertising planned 
this fall by the state of Florida and 
the Miami district and with the 
prospect of greater numbers of 
Northerners wintering there between 
Dec. 1 and April 1, H. Emerson 
Evans has been made vice-president 
of George E. Merrick, Inc., founder 
and developer of Coral Gables and of 
Lower South Florida since 1898. His 
office will be in Miami. 


Leaves Quigley 
Edwin S. Clifford is leaving the 
Quigley Publishing Company, Chi- 
cago, after an association of 17 
years, to become part owner and gen- 
eral manager of the For Valley Her- 
ald, Elgin, Il. 


Information 


forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 792. Dubuqueland. 

The Dubuque, Ia. Telegraph- 


Herald has prepared three attractive 
booklets supplying market data on 
an extensive retail trading area; edi- 
torial, circulation, and advertising 
lineage data; and results of a con- 
sumers’ coffee survey in “Dubuque- 
land.” 


No. 793. The AlkPurpose Display 
That Visualizes Modern Business. 


Photographs of various types of 
the St. Louis Multiplex, made by the 
Multiplex Display Fixture Company, 
have been placed in this booklet, 
which describes how the displays in- 
crease salesmen’s efficiency, and save 
costly floor space. 


No. 773. An Inventory of 100 Cigar 

Outlets. 

The Indianapolis Times’ merchan- 
dising department has secured data 
on the position of all cigar brands in 
alt price ranges in the Indianapolis 
market. Among pertinent data dis- 
covered are the number of brands in 
each price range, and the number of 
brands stocked by the average store 
in each price range. 


No. 774. Specimens of Printing on 
Kleerfect and Hyfect. 
Kimberly-Clark Corporation 

gathers together examples of print- 

ing on Kleerfect printing paper, to 
show how Kleerfect reproduces four- 
color photography, combination wash 
and line, and other work. Also dis- 
played are specimens of printing on 
Hyfect, all-purpose book paper. 


No. 770. 
Sell. 


Electric range manufacturers, in 
a concentrated sales drive, selected 
the July issue of McCall’s Magazine, 
exclusively, to carry five pages of 
electric range advertising, the larg- 
est amount of advertising on these 
products ever to appear in a single 
issue of any national magazine. This 
folder reproduces the copy, and de- 
scribes the magazine’s helpfulness to 
readers and advertisers. 


A Campaign Designed to 


No. 787. $4,800,000,000. 


Plant owner readers of Rock Prod- 
ucts will be buying machinery and 
supplies in order to be equipped to 
reap benefits from the new federal 
“prosperity fund,” but manufacturers 
of these products must advertise, if 
they expect to get the orders, this 
booklet points out. 


777. The Rich County Food Market. 


Farm families are 20 per cent 
larger than those living in cities or 
small towns and they cannot repair 
to the restaurant for their meals. 
Working from this premise, The 
Farmer’s Wife, St. Paul, has an- 
alyzed the food market on the farm 
in a new booklet, “The Rich County 
Food Market.” Brand preferences 
for many lines are indicated as one 
interesting feature of the survey. 


No. 783. “What Does Jake Think?” 


Jake, a former farmhand, me- 
chanic and taxi-driver, whose hunches 
on radio proved valuable to a tire 
company, explained to a CBS man 
why radio advertising builds good 
will: how radio entertainers become 
friends, whose advice consumers fol- 
low. This book relates Jake’s opin- 
ions. The book contains nary a 
statistic. Veering still further from 
precedent, it is printed on wrapping 
paper and bound in burlap. 


No. 784. 57 Gravure Newspapers— 
and Why the Gravure Groups. 

Gravure Service Corporation has 
furnished in compact form material 
for a preliminary survey of all gra- 
vure newspapers published in the 
United States. Circulation, line 
rates, and page rates are listed for 
quick analysis by advertisers. 
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FARM LINEAGE 
IS UP 97% OVER 
PREVIOUS YEAR 


Chicago, Aug. 9.—Advertising line- 
age in farm papers is continuing to 
show substantial gains over last 
year, ADVERTISING AGE’s monthly 
comparison, based on figures sup- 
plied by National Advertising Rec- 
ords, shows. 

During July, 50 issues of monthly, 
semi-monthly, and bi-weekly farm 
papers measured by National Ad- 
vertising Records carried a total of 
404,100 lines of advertising, exclu- 
sive of baby chick, livestock and 
classified lineage. The same publi- 
cations carried 370,793 lines of ad- 
vertising in July of 1934, their in- 
crease last month being 33,307 lines, 
or almost nine per cent. 

Detailed figures for these publica- 
tions, as well as weekly farm papers 
which are measured by National Ad- 
vertising Records, are presented in 
the tabulation below. In each case, 
the advertising lineage shown is ex- 
clusive of baby chick, livestock and 
classified: 


Monthlies 1935 1934 
Country Gentleman .... 21,145 20,755 
Capper’s Farmer ...... 13,519 11,600 
California Citrograph.. 11,284 11,614 
Progressive Farmer and 

Southern Ruralist 

Carolinas — Virginia 

pO NP eee 11,018 7,502 
Mississippi Valley 
DD scr kes een enes 10,914 7,113 
Kentucky - Tennessee 

PONE. onas600na0s 10,359 6,940 
Georgia-Alabama Edi- 

CE ctsonneseeanees 10,284 7,618 
DEE 6.0040 wiss eee ees 9,787 7,521 
Pr. eerere re 8,926 6,391 
Average 5 Editions... 10,473 7,339 

Successful Farming.... 8,673 10,725 
Country Home ........ 7,61 7,481 
Uta PRPMCP .cceccccse 6,679 4,407 
Southern Agriculturist. 6,495 5,271 
Western Farm Life.... 5,022 4,776 
Southern Planter ...... 3,481 3,031 
Wyoming Stockman- 

BNE 6c eateseces 2,834 3,440 
Breeder’s Gazette ..... 2,607 1,753 
Farm Journal ......... 1,150 2,670 
Bureau Farmer ....... 564 3 

Semi-Monthlies 
Montana Farmer ...... 11,960 9,552 
Arizona Producer ..... 10,232 8,324 
Hoard’s Dairyman 8,674 7,955 
The Farmer-Stockman. 7,281 10,118 
Farm and Ranch...... 7,150 7,881 
Missouri Farmer ...... 3,419 5,500 
*Arkansas Farmer .... 1,594 5,502 

Bi-Weeklies 
California Cultivator... 17,117 10,814 
Washington Farmer .. 14,770 10,682 

Zone Advertising .... me. geese 


Oregon Farmer 


Zone Advertising .... Serres 
TEBRO PATIO .oscceces 11,396 9,516 
Zone Advertising.... See svies 
American Agriculturist 10,478 10,248 

Local Zone Advertis- 

ee eT Ce ee 1,361 2,198 
®Nebraska Farmer..... 10,400 9,316 

Zone Advertising ... 4,343 5,796 

Average 4 Editions.. 11,486 10,270 
The Farmer—Local Edi- 

Se cekbuee cause eGes 9,043 2,272 

General Edition ..... 6,980 7,761 

Dakota Edition ..... 6,980 6,933 
Wallaces’ Farmer & 

Iowa Homestead .... 7,763 9,946 
Pennsylvania Farmer.. 7,060 9,730 
Prairie Farmer 

Illinois Edition ..... - 6,679 6,934 

Indiana Edition ..... 5,802 5,345 
Ohio FPRYMEP ...500050% 6,406 5,498 
Dakota Farmer ....... 6,050 7,116 
Rural New-Yorker..... 6,048 6,506 
New England Home- 

ee ORT rrr tT te 5,977 4,665 
Michigan Farmer ..... 5,966 7,337 
Kansas Farmer (Mail & 

POND o.02.0600000000 980 6,607 

Zone Advertising .... 1,732 ..... 
Indiana Farmers Guide 4,782 6,603 
Wisconsin Agriculturist 

and Farmer ........ . 4,010 6,179 
Missouri Ruralist .... 3,597 5,801 

‘Zone Advertising.... aarreree 

Weeklies 
‘Pacific Rural Press.... 24,600 18,418 
*“Weekly Kansas City 

Star 

Missouri Edition .... 8,588 13,614 

Kansas Edition ...... 488 12,885 

Arkansas - Oklahoma 

pt | ere rere 8,281 13,194 
SCapper’s Weekly...... 4,955 6,315 
Semi-Weekly Farm News 

‘Friday Edition ..... 3,073 6,333 

7Tuesday Edition..... 2,740 6,776 
TDairymen’s League 

eer besanecs 2,093 2,739 


1. July and August combined. 

2. One issue in 1935, two in 1934. 
3. Six editions in 1934, four in 1935. 
4. One edition in 1935. 

5. Four editions in 1935 and 1934. 

6. Five editions in 1935, four in 1934. 
7. Five editions in 1935 and 1934. 


Myers to B-D-C 


Lloyd Myers, well known artist 
and advertising executive, has 
joined Bowman, Deute, Cummings, 
Inc., San Francisco, as art director. 
Mr. Myers was at one time vice- 
president and art director of Albert 
Frank & Co., New York. For the 
past year he has been engaged as 
advertising counsellor in Southern 
California. He is returning to head 
the art staff of which he was for- 
merly a member. 


Hodges with C. W. C. 


Frank A. Hodges, Jr., formerly di- 
rector of marketing and research for 
Frank Presbrey Company, New York, 
has joined Cecil, Warwick & Cecil in 
charge of the media department. He 
was associated with Presbrey for 
nine years. 


Comic Figure 


Makes Bow in 
Utility Copy 


Terre Haute, Ind., Aug. 8.—After 
several years’ study to determine 
an unusual way to put electrical 
service before the public, The Pub- 
lic Service Company of Indiana has 
developed a “teaser” campaign built 
around a trade character, “Reddy 
Kilowatt.” 

A series of “teaser” 
ments first appeared in Indiana 
newspapers announcing that 
“Reddy” was coming to town. Peo- 
ple began to ask, “Who is Reddy?” 


advertise- 


Later, copy disclosed the identity 
of “Reddy,” with the text in verse: 


“Hello, it’s Reddy Kilowatt, the en- 
ergetic servant, 
Come to make his daily circuit 
with a grin 
And if you’re very thrifty and a 
little bit observant 
You'll plug a wire and quickly let 
him in! 
He’s a worthy installation and here’s 
the consolation— 
You keep him for the minimum of 
pay— 
He’ll work and work for ages at a 
coolie’s meager wages, 
And you'll appreciate his service 
more each day.” 


The company’s trade character is 
pictured as having a light bulb for 


a nose, two sparks of electricity for 
hair, and wall sockets for ears. His 
body, arms, and legs are flashes of 
electricity. “Reddy” is shown wear- 
ing a pair of boots, and carries a 
satchel, indicating that he is ready 
for service. 


Adclub Gives Vacations 
to Needy Children 


Seventy-five children ‘vacationing 
at Camp Rohrman, Paradise Farms, 
were entertained by Philadelphia ad- 
vertising women at a celebration of 
Philadelphia Club of Advertising 
Women Day” at the camp July 27. 

Twenty small girls are enjoying 
ten days’ vacation at the camp as 
guests of the club. For several years 
the group has furnished vacations 
for needy children. 


chandise. 


they know nothing. 


American women, 


Business is tough these days for 
manufacturers who hope to sell 
unbranded and unadvertised mer- 
Today, American house- 
wives present practically 
front against products about which 


Mary Morton, who is typical of 
hundreds of thousands of Chicago 
will have no 
truck with unfamiliar merchandise; 
in other words, unadvertised mer- 


chandise. 


Mortons, think 
a solid 


dealers: every 


you) have an 


And Mary Morton rep- 
resents half the buyers in Chicago. 
If you don’t advertise to the Mary 


half of your Chicago market does 
not know you by name. 
what this means to your Chicago 


prospects is not interested in your 
merchandise. Your dealers (but not 


tive: your competitor's merchandise 


of what this means: 


Think of 


other one of their 


immediate alterna- 


CHICAGO AMERICAN 
-+-a good newspaper 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 
Rodney E. Boone, General Manager 


which is advertised—and salable! 
Good business practice is to remem- 
ber that Chicago is a two-newspaper 
town. Of the two leading evening 
newspapers, the American has the 
larger circulation. 
half of this great tonnage market 
to advertisers who have a story to 
tell—and tell it intelligently and 
consistently. 
product that’s still an infant in Chi- 
cago, advertise in the American— 
and give it a name! A lasting name! 


It will deliver 


So, if you have a 
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Baseball Stunt 
Wins Goodwill 
For Drug Chain 


Kansas City, Mo., Aug. 8.—The 
Katz brothers’ slogan “Katz Pays 
the Tax” means just that, 35,000 en- 
thusiastic baseball fans discovered 
last Friday night. 

The big drug company bought 
the ball park here for the evening 
for $1,000, and issued an admittance 
ticket last week to every customer 
who purchased 25 cents worth of 
merchandise in any one of its stores. 
The ten-cent federal tax, required 
with free admissions, was paid by 
Katz. 

Gigantic blinking cats greeted the 
comers at the entrance on a sign, 
“Katz Welcomes You,” and another 
huge sign covered a third of the 
scoreboard. The grandstand bulged 
with 18,000 guests, and almost as 
many again were accommodated in 
the farther reaches of the park’s 
big outfield. 


Detroit Store Features 
City’s Shopping Habits 
Preparatory to its 54th anniver- 
sary sale, The J. L. Hudson Com- 
pany, Detroit’s largest store, has 
started a series of 20-inch newspaper 
advertisements entitled “Interesting 
— About Detroit’s Shopping Hab- 
Scenes of key streets in the city 
are used, together with such state- 
ments as “Of the 134 homes on Park- 
side, between Clarita and McNichols 
Road, 129 are Hudson customers.” 
J. B. Mills is publicity director of 
Hudson’s. Ralph L. Yonker is the 
store’s advertising manager. 


Founds Promotion Firm 


A. Grossman, formerly associated 
with W. L. Stensgaard & Associates, 
has formed Merchandising Arts, Inc., 
1160 Chatham Ct., Chicago, point-of- 
sale merchandising and promotion. 
Robert McDonnell, art director, H. L. 
McAlear, illustrator, and L. C. Al- 
goren, designer, all of whom were 
préviously with the Stensgaard or- 
ganization, have joined with Mr. 
Grossman in the new enterprise. 


TEN MILLION 
GET SAMPLES 
OF WRIGLEY'S 


Chicago, Aug. 8.—A_ sampling 
campaign which will place three 
sticks of Wrigley’s gum in 10,000,- 
000 homes of the United States was 
launched this week by the Wm. 
Wrigley, Jr. Company. The cost of 
postage alone will be $100,000 and 
that of labor will bring the total 
expenditure to $500,000. A similar 
sampling effort was conducted by 
the company last fall. 

Though Wrigley has always been 
a strong believer in sampling, meth- 
ods are constantly being refined. 
The mails are used because of the 
prestige of Uncle Sam’s staff and 
the realization of the company that 
it is one of the few in the country 
which can send a sample of its prod- 
ucts through the mails for one cent. 

Each envelope, which is hand ad- 
dressed, contains a card to which 
a stick of Spearmint, one of Juicy 
Fruit and one of Double Mint is af- 
fixed. A little selling talk accom- 
panies the gift, Spearmint being 
described as “nippy,” Juicy Fruit 
as sweet and Double Mint as cool. 
The card itself is of the gift variety, 
being printed in red, black and gold. 

The folder is held closed by a 
red rubber band, which represents 
the chief innovation of 1935. The 
broad band is printed on both sides 
with “Wrigley’s Spearmint Gum,” 
and “The Flavor Lasts,” and is in 
itself such a novelty that it is likely 
to be kept by the recipient. 

The company has created a spe- 
cial staff of 100 girls to address en- 
velopes and check names. Advertis- 
ing Manager Harry L. Webster 
supervises the work. 


Buffalo Agency Moves 


Bowman & Block, Inc., Buffalo ad- 
vertising agency, has moved its of- 
fices from 1245 Niagara St. to the 
Rand Bldg. 


It takes 


something big 
to land 
something big 


land a big market. 


numbers. 


577,503 
men readers 


(ABC) 


HUNTING 


New York 


That’s one reason why it takes a good advertising medium to 


And that’s why advertisers of men’s products are taking to 
National Sportsman and Hunting & Fishing in increasing 


They are learning what scores of advertisers have learned 
before them—that there is no more effective means of reach- 
ing more than a half-million middle-class spending men than 
through their favorite hobby magazines. 


If you want to hear about good results, ask any advertiser 
who uses National Sportsman or Hunting & Fishing. 


NATIONAL SPORTSMAN 


& FISHING 


Chicago Philadelphia 


J & J FEATURES AGGRESSIVE NEW THEME 


afer ia packed. 
doomed the arrive 


«+» besafe with Gfinren—fohrmon RED CROSS PRODUCTS 


PE ates Aerat NE Cor TINY 
ea alte praia 


Lie 


A typical piece of magazine copy in the new Johnson and Johnson 
campaign stressing the necessity for perfect sterilization of bandages 
and related items. 


Florida Chain 
Store Taxation 


Gets Setback 


Gainesville, Fla., Aug. 8—A three- 
judge federal court sitting here has 
ruled unconstitutional the gross re- 
ceipts section of Florida’s chain 
store tax law, but has upheld other 
sections of the measure passed by 
the recent legislature levying a grad- 
uated scale of occupational taxes on 
chain stores. 

The court ruled that the section 
of the act providing for a gross re- 
ceipts tax, ranging from one-half to 
one per cent on one store to five per 
cent of the gross receipts on chains 
of more than 15 stores, “is so arbi- 
trary, unreasonable and discrimina- 
tory” as to violate the fourteenth 
amendment. 

That section of the act levying a 
graduated scale of occupational taxes, 
ranging from $10 on one store to 
$400 on chains of more than 15 stores, 
was held valid. The _ provision 
doubling the occupational taxes in 
the event the gross sales tax was 
declared invalid was also held bind- 
ing by the court. 

State officials plan to appeal the 
decision. The act in question is in- 
tended to raise most of the monies 
needed to finance public schools next 
year. 


Ohio Liquor Board 


Outlaws Exterior Signs 


Establishments handling liquor 
and beer in Ohio will not be per- 
mitted to display, outside their prem- 
ises, any advertising whatsoever to 
identify the brand names of bever- 
ages handled, the Ohio State Liquor 
Board has ruled. 

The board’s action resulted from 
difficulty encountered in enforcing 
a regulation prohibiting distillers 
and brewers from donating adver- 
tising signs to dealers. The new reg- 
ulation also outlaws window displays 
bearing the brand names of liquor 
or beer on sale within. 


Haverty Promotes Cannon 


Marvin P. Cannon, advertising 
manager of the main Atlanta, Ga., 
store of the Haverty Furniture Com- 
pany, since 1925, has been made gen- 
eral advertising and sales promotion 
manager of all Haverty stores in the 
South. He served as advertising 
manager of the Columbia Missourian, 


Columbia, Mo., and the Omaha, 
Neb., World-Herald, prior to 1925. 


Medicine Group 
Plans Drive to 
Enlist Members 


New York, Aug. 8.—An increase in 
membership of The Proprietary As- 
sociation, leading trade organization 
in the package medicine field, is de- 
clared by Frank A. Blair, president, 
to be evidence of a growing coopera- 
tive movement within the industry to 
elevate standards of practice. 

“T believe the entire industry has 
accepted those principles of the for- 
mer NRA code which proved to be 
of benefit to the industry, its em- 
ployes and consumers,” he said. 

The association will launch an edu- 
cational campaign within the drug 
and allied industries early in Sep- 
tember, to publicize the association’s 
activities and the benefits to be de- 
rived through group membership. 

The campaign will be directed by 
Stanley P. Jadwin, president of O. H. 
Jadwin & Sons, Inc., New York, who 
has been named chairman of the 
membership committee. It will out- 
line the services which the associa- 
tion renders through such depart- 
ments as the advisory committee on 
advertising, its scientific section, and 
its general offices at Washington. 


Ohio Dailies Profit from 
New Motor Vehicle Law 


Ohio’s new Motor Vehicle Respon- 
sibility Act, which goes into effect 
Aug. 20, has resulted in a boom in 
insurance advertising for Ohio news- 
papers and other periodicals. The 
new law provides that any motorist 
in Ohio who fails to satisfy within 
30 days any judgment rendered 
against him for personal or property 
damages, will be barred from the 
roads as an owner or operator of an 
automobile, and will have his car 
registration certificate revoked. 

Liability insurance underwriters 
have used heavy space in Ohio dailies 
to inform motorists of the new law. 
Many Ohio newspapers have run 
special insurance sections on the 
subject. 


Firestone Promoted 


Leonard Firestone, third of the 
five sons of Harvey S. Firestone, 
chairman of the Firestone Tire & 
Rubber Company, Akron, O., has 
been made trade sales manager, and 
will be in charge of dealer sales and 
advertising. He was formerly sales 
manager of the Firestone California 
company. 


STARTS CRUSADE 
AGAINST GERM- 
LADEN BANDAGES 


Brunswick, N. J., Aug. 8.—A hard- 
hitting crusade against first aid 
dressings which may invite infection 
because they have not been sterilized 
after packaging is being launched 
by the Red Cross division of John- 
son & Johnson in full-page advertis- 
ing in Cosmopolitan, Parents’ Maga- 
cine, and Saturday Evening Post. 

The company has urged all drug- 
gists to cooperate in warning con- 
sumers against first aid dressings 
which may have been sterile at one 
time in their process of manufacture, 
but which, when sold, may invite in- 
fection, because they were not steril- 
ized after packaging. 

The tragic results of infection 
which may be placed in a wound un- 
wittingly by the use of only partially 
sterilized bandages will be the basic 
theme of the campaign to protect the 
public against mislabeling. 

Bandages labeled “sterilized” in 
which the germs are found may have 
been sterilized at some period of man- 
ufacture, as in the original bleach- 
ing process, but in the subsequent 
cutting and packing they were evi- 
dently touched by dirty hands or 
exposed to germs in other ways 
which robbed the dressings of their 
cleanliness or safety, the company 
asserts. 

“As a protection to the consumer 
public and the reputable druggist, 
bandages should not be labeled ‘ster- 
ilized’ unless they have been steril- 
ized after packaging—an extra and 
more costly step—but vital to safety,” 
Ellsworth Gale, director of the com- 
pany’s Red Cross division, stated. 

“Johnson & Johnson is publishing 
this warning for the safeguarding of 
all members and the protection of all 
reputable manufacturers,” he said. 
“It is our hope that every druggist 
and every consumer will demand 
packages which have been sterilized 
after packaging and refuse ‘first aid’ 
dressings of unknown make which 
can betray the trust imposed in 
them.” 


To Present New Course 


A practical lecture course, ‘“Mer- 
chandising and Advertising in Art,” 
will be given starting Sept. 3 at the 
Chicago Academy of Fine Arts, 18 S. 
Michigan Ave. The problem of how 
to make advertising art sell a prod- 
uct and preserve aesthetic appeal as 
well will be considered. The student 
will be taken into a mythical adver- 
tising agency art department, and in 
structed in necessary steps for pro- 
duction of advertising art. 


Missig Leaves Field 
George Missig, former advertising 
manager and general business man- 
ager of the Akron, O., Times-Press, 
has been named executive secretary 

of the Akron Real Estate Board. 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 

data about the 1% billion dol- 

lar baking industry, come to 

BAKERS’ HELPER, this in- 

dustry’s leader for almost a 

half century. 

Check the data you need below, tear out 
this advertisement, attach to your letter- 
head and mail to us. 

(0 “Baking Industry Facts and 
Figures,’ a market data 
folder. 

O “Selling Leads,’ an every 
week service. 

a] Sample pages from the “Bak- 
ing Industries Blue Book.” 

(0 Copies of BAKERS’ HELP- 
ER, issued fortnightly. 

oO Audit Bureau of Circula- 
tions statement. 


RSHELPER 


DAKE BAKERY RST o-{ MANAGEMENT 


HELPING BAKERS SINCE (887 
(80) 830 South Wells Street, diy 


Chicago, Ill. 
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COTY SCHEDULES 
SMASH DRIVE ON 
NEWEST POWDER 


Radio, Roto, Magazines to 
Promote ‘‘Air Spun’’ 


New York, Aug. 8.—Introducing 
a sensational new $1 face powder, 
“Air Spun,” the house of Coty will 
launch a smashing advertising cam- 
paign this fall in national maga- 
zines, newspaper rotogravure, and 
over the radio. 

The new powder, which will be 
placed on sale early in September, 
is produced by a distinctive new 
process, will be packaged in a new 
version of the Coty “powder puff” 
box, and will be backed by an un- 
usual counter display, enabling 
“dialing” for the proper shade. 

Simultaneous with completion of 
distribution, the advertising cam- 
paign will be released, to spread 
what Coty terms “the most impor- 
tant beauty message of the cen- 
tury.” 

On the magazine list are Cosmo- 
politan, Good Housekeeping, Harper's 
Bazaar, Ladies’ Home Journal, Mc- 
Call’s, New Yorker, Photoplay, Red- 
book, Pictorial Review and Vogue. 
New York Theater Programs will 
also be used. 

Rotogravure sections of leading 
newspapers in key cities of the 
country will carry the story of the 
new powder, while the NBC Red 
network will be utilized for the 
radio phase of the Air Spun drive. 

The printed advertising will be 
illustrated by the celebrated pho- 
tographer, Steichen. 


Unusual 


Package 


Under Coty’s new Air Spun prin- 
ciple of manufacture, fine face pow- 
der is whirled about by air at the 
cyclone force of 1,250 miles per 
hour, until each particle reaches a 
high degree of smoothness. The 
new process is said to produce a 
face powder unequalled in texture, 
color, fragrance, and adhesion. 

The box for Air Spun powder will 
contain 40 per cent more face pow- 
der than the Coty “powder puff” 
box. It has been cased in Cello-top, 
a glass-like but flexible covering 
that jackets the entire box, except 
the plaskon composition base. 
Within, a transparent shield reveals 
the powder completely, simplifying 
shade selection. 

The counter display for Air Spun 
is a graceful columnar case in two 
tones of soft ivory with decorative 
gold bands. The new Coty box is 
mounted on a stage-like platform 
framed in a triple mirror, so that all 
features of the new box are dis- 
played, and there is an optical illu- 
sion of six boxes on display instead 
of one. 

A glass window protects the face 
powder exhibit, and a complete face 
powder stock is concealed within 
the display. A convenient knob op- 
erates a revolving disc with “color 
swatches” of six leading shades to 
be “dialed” by the customer for 
color selection. The display will be 
offered free to dealers. 


Resumes Publication 
of “Volksfreund” 


The Volksfreund Printing Com- 
Buffalo, N. Y., has been re- 
organized as the Germania Publish- 
ing Company. The company has re- 
sumed publication of Volksfreund, 
German language daily, which was 
suspended early in July. 

Valentine J. Peter heads the new 
organization, of which Carl J. Peter 
is secretary. Joseph Eltges, former 
publisher, has withdrawn to devote 
himself to commercial printing. 


“Globe” Names Ayer 


The Boston Globe has appointed 
the Boston office of N. W. Ayer & 
Son, Inc., to direct its advertising 
appropriation on the newspaper’s 
new Sunday rotogravure section, the 
first issue of which will be pub- 
lished Sept. 8. Norman D. Vaughan 
is the account executive in charge. 


Chapman Incorporates 


Curtis C. Chapman Company, Chi- 
cago, has been incorporated, and has 
moved its offices from 180 N. Michi- 
gan Ave. to the McGraw-Hill Bldg., 
520 N. Michigan Ave. The company, 
which handles advertising of all 
kinds, and specializes in direct 
mail, house organs and catalogs, re- 
cently added a foreign department, 
headed by Hubert M. Curry, vice- 
president. A reserved modern dec- 
orative scheme has been employed in 
the new suite of offices. 


Death Takes Hitchcock 


Frank Harris Hitchcock, 65, pub- 
lisher of the Tucson, Ariz., Daily 
Citizen, and former postmaster gen- 
eral during the administration of 
President William H. Taft, died of 
pneumonia at Tucson Aug. 5. 


Ford in Play 
For Visitors 


At Big Plant 


Detroit, Mich., Aug. 9.—To accom- 
modate the increasing number of 
tourists who come to see basic Ford 
operations the year round at the 
River Rouge plant, Ford Motor Com- 
pany is putting up a visitors entrance 
to the plant opposite the Ford ad- 
ministration building at Dearborn. 

The entrance will be nearly a re- 
plica of the rotunda of the Ford Ex- 
position which was one of the dom- 
inating features of the 1934 World’s 
Fair at Chicago. Steel framework 


is now erected and completion is ex- 
pected by November. The overall] 
length of the building is 430 feet, 
and the rotunda will be 110 feet 
high, 212 feet in diameter. 


Park Landscaped 


The 13% acres of park surround- 
ing the building will be landscaped, 
and much of this area will be oc- 
cupied by reproductions of historic 
highways similar to the “Roads of 
the World” exhibit at the Ford ex- 
position in Chicago, though more ex- 
tensive. Over these famous roads 
visitors will be driven in Ford cars. 

The same spectacular lighting sys- 
tem used at the Chicago fair will 
illuminate the building, within which 
many of the popular exhibits of the 
Ford exposition will be preserved. 


Promotes W. J. Hammond 


William J. Hammond, traffic man- 
ager of Inland Steel Company, Chi- 
cago, since 1926, has been appointed 
vice-president in charge of railroad 
sales, succeeding Charles R. Robin- 
son, who was made first vice-presi- 
dent and general manager of sales a 
short time ago. Ralph R. Flynn be- 
comes traffic manager to succeed Mr. 
Hammond. 


Burke Joins F. & S. 


Charles G. Burke has resigned as 
commercial manager of W9XBY, 
Kansas City, high fidelity radio sta- 
tion, to join the Chicago staff of 
Free & Sleininger, Inc., radio station 
representative. For several years he 
has been a member of the commer- 
cial committee of the National As- 
sociation of Broadcasters. 
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(Y course some preofile can finish Jedtook in one night 


It takes a long evening to finish 8 short stories, parts of 3 
continued novels, 6 feature articles plus a sprinkling of 
special pictures and what not. Especially when you top it 
off with a 50,000-word book-length, first-run novel, the 
kind that later sells for $2.00 in a bookstore. The rather 
obvious result is that Redbook is a monthly magazine that 
actually lasts a month. And that goes, too, for your adver- 
tisement on its pages. You can be fairly certain that your 
page will be seen not once, but more likely several times. 
Often enough for your story to do its job. Not to males 
alone, or to females, but to husbands and wives as well, 


including the lady next door, who is always intending to 


buy her own copy some day. To keep the fences up, and 


the right people buying Redbook (and reading your adver- 
tisement) calls for the better type fiction, the more signifi- 
cant articles. (In this issue you'll find George Jean Nathan, 
P. G. Wodehouse, Arthur Somers Roche, Cornelius Vander- 
bilt, Jr., Stephen Vincent Benet, W. Béran Wolfe, M. D., a 
book-length novel by William McFee and more.) Adver- 
tise to Redbook’s 775,000 families and you profit more. 


REDBOOK—the magazine plus a book-length novel 
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National Sales 
Unit Is Planned 
By Hearst Radio 


New York, Aug. 8.—Hearst Radio 
Stations will set up their own na- 
tional sales department Oct. 1, when 
the contract now held with a firm of 
national radio sales representatives 
expires. 

M. H. Peterson, who joined the 
Hearst stations last February as na- 
tional sales manager, will head the 
national organization, making his 
headquarters here. Prior to this 
connection, he was radio director of 
Blackett-Sample-Hummert, Inc., Chi- 
eago, and before that assistant sales 
manager in the Chicago office of NBC. 

Homer Hogan, formerly manager 
of KYW, Chicago, has been appointed 
head of the Chicago office. A man- 
ager for the third office, in San Fran- 
cisco, has not yet been named. All 
three offices are located in the Hearst 
Buildings in these three cities. 

The expansion of the sales depart- 
ment is not viewed as an indication 
that the group of six stations intends 
forming a network. Two of the 
Hearst stations, WCAE, Pittsburgh, 
and WBAL, Baltimore, are affiliated 
with NBC, and WINS, New York, is 


le CBS outlet. 

independent. 
It is considered probable that the 

organization will add to its units. 


Ad Club to Bring 
Vallee to Buffalo 


The other three are 


Club has engaged Rudy Vallee and 


at the club’s dinner dance Sept. 9 
at the Hotel Statler. Bill Scott and 
Adam Eby are co-chairmen for the 
affair. 

Albert G. Burns, president of the 
National Investors’ Congress, ad- 
dressed the club luncheon Aug. 6, 
for which Irving E. Jetter was pro- 
gram chairman. On Aug. 13, the 
club’s first annual golf tournament 
will be held at the Transit Valley 
Golf and Country Club. Members 
will compete for the Ganson Depew 
memorial trophy. 


Chord to M-W 


J. C. Chord has been appointed to 
take charge of the window section of 
the retail display department of 
Montgomery Ward & Co., Chicago, 
succeeding Harold E. Glave, resigned. 
His work will consist principally of 
supervising installation of window 
displays. Mr. Chord was display di- 
rector for J. C. Penney Company 
from 1923-31, and for the past four 
years has been editor of Display 
World. 


The Greater Buffalo Advertising | 


his Connecticut Yankees to entertain | 


‘Country Home’ 
Contest Helps 
Copywriters 


New York, Aug. 9.—Copy writers 
for products sold to farmers can 
jlearn a good deal about simplicity 
}and punch from the contest just 
staged by The Country Home, Crow- 
ell publication, to locate the best 
rural correspondent, according to 
agency men here. 

The $50 prize, plus a trip to New 
York, went to Mrs. Mary Elizabeth 
Mahnkey, of Oasis, Mo. Sophisticated 
big-town reporters got a kick out of 
writing about the reporter from the 
town of 27 souls, and Gotham’s 
dailies were full of the doings of 
Mrs. Mahnkey during her hectic visit. 
The Country Home has announced a 
renewal of the contest on a larger 
scale in 1936. 

Here is one of the thumb-nail 
tales of frustration from Mrs. Mahn- 
key’s weekly budget of news for the 
Forsyth Republican: 

“Willie Snowden, a _ brother of 
Frank and Joe, came as an unex- 
pected visitor from California last 
week. He has been absent 28 years. 
He said he could not resist the long- 
ing to see his mother once more, and 


the old home place. But the old house 
was gone, burned in a grass fire 
some years ago.” 


Backs Tax on Hotel 


Rooms of Alabama 


Governor Bibb Graves of Alabama 
has announced that he favors a hotel 
room tax to raise funds for financing 
an advertising campaign directed to 
tourists. A bill to that effect will 
be introduced in the Alabama legis- 
lature. 

Funds derived from the tax would 
be turned over to the Alabama Tour- 
ists Association, of which Alex C. 
Montgomery, Birmingham, is chair- 
man. Gov. Graves recently conferred 
with Gov. Dave Sholz of Florida in 
regard to a similar levy in that state. 


R. G. Wilson Joins 
Ruthrauff & Ryan 


R. G. Wilson, who has been in the 
advertising department of Armour & 
Co., has joined Ruthrauff & Ryan, 
Chicago, as of Aug. 12. 

Mr. Wilson will be in the copy 
and plans department. 


WHIO Promotes Reed 


Richard F. Reed, former continu- 
ity editor of WHIO, Dayton, O., has 
been promoted to the position of pro- 
gram director. He replaces Merle 
Housh. Tom Slater succeeds Mr. 
Reed as continuity editor. 


Stations and terminals, say these eight bus lines, should be 
easy to reach. And easy to find. Travelers can easily and 
quickly locate the nearest station of these lines by looking 


7. 
. 


in the classified telephone book. 


Many other industries realize the importance of making 
local agents and dealers easy to find. Some 30 well-known 
automotive manufacturers identify their dealers in this 
way. More than 20 manufacturers of electrical supplies and 
equipment use the classified directory; 40 brands of office 


equipment and supplies are listed in this way. 


Arrange to identify your dealers in the ‘yellow pages’. We 
shall be pleased to furnish details about cost, coverage and 
circulation —as applies to your or your client’s specific case. 


AMERICAN TELEPHONE & TELEGRAPH COMPANY, Trade Mark Service Division 


195 Broadway, New York 
(EXchange 3-9800) 


(OFFicial 


311 W. Washington St., Chicago 


leading industries 
makes its local agents easy to find! _ 
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CARPET MAKERS 
SELECT AGENCY 


New York, Aug. 9.—First steps are 
being taken by the Institute of Car- 
pet Manufacturers of America, Inc., 
to put into effect a promotion pro- 
gram to create a greater conscious- 
ness, among consumers, of the im- 
portance of wool floor coverings in 
homes and buildings. 

The Byron G. Moon Company, ad- 
vertising agency, has been retained 
as counsel. It will work with a pub- 
licity committee which has been 
working on the plan for some time 
and will devote itself for the imme- 
diate future to a study of the indus- 
try and its advertising and promo- 
tion requirements. No advertising 
has been planned yet. 

Heading the publicity committee is 
Leroy A. Beers. Other members are 
A. A. Funduklian, William Burnham, 
C. S. Newton, Horace G. Plimpton, 
E. Gerry Tuttle and Lewis G. Van 
Akin. Its membership includes a 
representation from the Floor Cover- 
ing Advertising Club, which has been 
interested in this type of cooperative 
movement. 

The scope of the plan is wide and 
extends long into the future. Other 
groups will be contacted and their 
efforts will be coordinated with 
those of the wool floor covering in- 
dustry. According to Herbert Gut- 
terson, president of the Institute, a 
style trend advisory council is con- 
templated. Representatives of lead- 
ing allied industries in the home fur- 
nishings field will be invited to sit 
with the council. 


New Book Tells 
Development of 
Auto Industry 


New York, Aug. 8.—The immense 
importance of the automobile indus- 
try to the United States and the 
world is shown by the 1935 edition 
of “Automobile Facts and Figures,” 
which contains a wealth of statisti- 
cal data of value and interest to 
those engaged in advertising. 

Of 35,087,698 motor vehicles in the 
world, 24,933,403 or 71 per cent, are 
in the United States. On U. S. high- 
ways travel 21,430,503 passenger 
cars, about 75 per cent of the world 
total of 28,880,608 passenger cars. 
The figures in the book, which is 
published by the Automobile Manu- 
facturers’ AssoCiation, Inc., 366 Madi- 
son Ave., are those of the calendar 
year 1934. 

Production in the automobile in- 
dustry increased 44 per cent in 1934. 
Domestic retail sales gained 32 per 
cent, and foreign sales climbed 76 
per cent over the preceding year. 
The use of motor vehicles expanded 
4.6 per cent over 1933. Employment 
rose 44 per cent and payrolls ex- 
panded 59 per cent over 1933. More 
than 5,000,000 persons are at work in 
all branches of the motor transport 
industry in all states of the Union. 

In the United States and Canada, 
2,270,566 passenger cars and 599,397 
trucks were manufactured in 1934. 
The wholesale value of these passen- 
ger cars was $1,204,376,351, while the 
value of the trucks manufactured in 
1934 was $332,913,985. 

Other data relate to taxes; the av- 
erage life of cars; passenger car and 
motor truck registrations by states, 
1929-34; motor fuel consumption? 
wages; raw materials used in the au- 
tomobile industry; world motor ve- 
hicle accidents; bus census by states, 
1927-34; city registration of motor 
vehicles, 1934; world highway mile- 
ages; associations of the automobile 
industry; and scores of other sub- 
jects. 


Form Philadelphia Agency 

Charles E. Heritage and Frances 
W. Hart have organized Charles E. 
Heritage Associates, with offices at 
1612 Market St., Philadelphia. The 
firm will specialize in merchandising 
counsel, sales analysis, and market 
surveys, and will also render gen- 
eral advertising services. 
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ADVERTISING AGE 


PLENTY OF STARS IN GASOLINE COPY 
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Ben Bernie Star of the Pabst Blue Ribbon Radio Program Now 


Appearing With All the Lads ai 


More stars than you could crowd 
this unusual newspaper copy for 


Westwood Symphony Gardens 


into one picture are featured in 
Zip, which appeared in Detroit. 


Galaxy of Stars 
Falls on Detroit; 
Courtesy of Zip 


Detroit, Mich., Aug. 9.—The com- 
ing of Ben Bernie and his orchestra 
to play at Detroit’s Westwood Sym- 
phony Garden was the occasion for a 
large space pictorial smash by Zip 
gasoline in Detroit papers. 

Nine photographs, separated only 
by explanatory cutlines, showed Ber- 
nie posed with various motion pic- 
ture stars. In each case the conver- 
sation purported to be concerning 
Zip gasoline. Across the top of the 
ad ran the heading: “ZIP Gives 
You the Mosta of the Besta for the 
Leasta.” 

Pabst Blue Ribbon beer, for which 
Bernie broadcasts, also received a 
puff in the lines across the bottom, 
crediting Bernie as the star of the 
Pabst radio program. 

Simons-Michelson Company, which 
handles the account of Zip, product 
of Sunny Service Oil Company, pre- 
pared the page. 


General Mills Starts 


K. C. Sport Feature 


General Mills, Inc., has placed a 
new sport feature on the air in Kan- 
sas City. The company has taken 
over the play-by-play broadcast of 
the Kansas City Blues games over 
station W9XBY, inaugurated by the 
station this year. 

Commercial announcements, pre- 
pared by Blackett-Sample-Hummert, 
Chicago, stress the taste and quality 
of Wheaties, “the breakfast of 
champions,’ carrying the endorse- 
ment of such ball players as Jimmie 
Foxx, Lou Gehrig, and Jimmy Wil- 
son. 


Dill Names Gotham 


The Dill Company, Norristown, 
Pa., has appointed the Gotham Ad- 
vertising Company, New York, to 
handle advertising of its drug prod- 
ucts and toilet articles, including 
Espotabs, laxative tablet. G. Ells- 
worth Harris, Jr., is account execu- 
tive. Sampling, newspaper and car 
card advertising in Eastern and cen- 
tral Western markets are being 
planned. 


Signs ‘‘Dorothy 
Dix’’ Spot for 
Newspaper Copy 


Kansas City, Mo., Aug. 8.—Strate- 
gically-placed newspaper copy is ex- 
pected to bring Faultless Laundry a 
markedly larger share of the city’s 
cleaning business under a campaign 
just inaugurated. 

A two-inch double column in the 
Kansas City Journal-Post has been 
reserved for a period of over a month 
directly under the two-column Dor- 
othy Dix syndicate feature. A let- 
ter involving a personal problem is 
addressed to “Dear Faultless” and 
the answer given below, after the 
manner of Dorothy Dix. 

The first letters had a feminine ap- 
peal, and later ones will clear things 
up for men. Faultless, a purely local 
institution, is stressing the grief in 
cheap, incomplete workmanship, and 
the superiority of its own Bandbox 
method. 

Ferry-Hanly Advertising Company 
handles the account, with Quentin 
Brewer as the account executive. 


G.B. Thompson Made Sales 
Manager of WBZ, WBZA 


Griffith B. Thompson of the NBC 
sales staff has been named sales 
manager of WBZ and WBZA, Boston 
and Springfield NBC stations. 

Under a new plan to provide 
greater protection to local advertis- 
ers, WBZ and WBZA will offer 
“guaranteed time,” during specified 
hours of the day. Certain hours will 
be reserved primarily for local com- 
mercial programs, others for net- 
work commercials. 


Thermoid Adds Trucheck 
Brake-Tester to Line 


The Thermoid Company, Trenton, 
N. J., has added Trucheck, a new 
low priced brake-testing machine, to 
its line of products sold to brake 
service stations. All American and 
Canadian rights to the machine, 
which was developed in France and 
marketed under the name of Fler- 
tex, were purchased by Thermoid. 

The Thermoid Company has 
licensed Johns-Manville to sell the 
machine to the replacement trade. 
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Let’s talk of sales—big, steady, profitable sales. 
Just close your eyes and imagine you see your prod- 
uct blanketing a market of nearly two million peo- 
ple. Can’t you see those people all buying, all coming back for 
more when what they buy is consumed, all insisting they won’t 
take any other product than yours? 


A dream, you say? No! It’s true! 


The market we’re speaking of is the Montreal Market District 
(Montreal proper, greater Montreal, and the rural and urban sub- 
sidiary markets surrounding it). The people here are predom- 
inantly French speaking. Urban average is 66.9% French and 
rural average is 85.5% French. If your sales message is to be 
effective, it must be in French—the language of the majority of 
buyers. This is an easy market to sell and keep sold when you 
know how to go about it right! 


But—don’t make the mistake of considering this as just 
another market to be handled as a usual sales area. It isn’t. 
It’s a market with a ring around it. Outside is the rest of 
Canada. Inside is a market of 


A MILLION AND A HALF PEOPLE 
Who Live and Think in FRENCH! 


And FRENCH, of course, is the language they read. Why not? 


Their whole background is French—history, language, home life, 
stores, churches—everything! 


Yet, the requirements of these people are no different from those 
of the other markets you know. They live just as you and your 
friends live and they want the same things. They may be a little 
more partial to the printed word. They may read their French 
newspapers a little closer than you do with the multiplicity of 
publications clamoring for your attention. 


(The Canadian overflow of American publications, and the Quebec 
overflow of those from other provinces, being in English, does not 
affect French readers nor is their place adequately filled by the 
limited coverage of auxiliary French media.) They are more easily 
sold on the products they see advertised in their own language 
because they are quick to appreciate your regard for their native 
tongue. But, apart from these considerations, they are much the 
same as the people of any other market. 


You'll understand this market better if you look on it as an 
outside market right at home. That’s about what it amounts to! 


Are you interested in selling your wares in this market where 
72.8% of the population is French? We could swamp you with a 
lot of detailed statistics but you know, as well as we do, that 
statistics don’t necessarily mean results. A far more important 
factor is whether or not your product gets the sympathetic under- 
standing of the people to whom you wish to sell it. The only way 
to get your message across to a French speaking customer is to 
express it in a way he will fully understand it. That way is French. 


The first lesson to be learned in successfully appealing to this 
market—this FRENCH market—is that it can only successfully 
be appealed to in its own language—FRENCH! 


Correspondence is invited on any specific points relating to marketing conditions 
in the French Montreal Market District. Address:—Business Manager, La Presse, 
Montreal, Canada’s French National Newspaper, or 


William J. Morton Co., Chicago Office: 410 N. Michigan Ave. 
New York Office: 200 Fifth Ave. 
S. L. Rees, 213 Metropolitan Bldg., Toronto, Ont. 
The Clougher Corporation, Ltd., 26 Craven St., London, W. C. 2 


YOU MAY BE STRONG ENOUGH IN ONE LANGUAGE, HOW ABOUT THE OTHER ? 
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ADVERTISING AGE 


August 12, 1935 


Earnings of 
Advertisers 


Lily-Tulip Cup Corporation reports 
net profit, after depreciation, taxes, 
etc., of $261,828 for the 12 months 
ending June 30, compared with $278,- 
871 for the same period last year. 


vvy 
Net profit of $2,882,706, after 
charges, taxes, etc., is reported by 
National Distillers Products Corpor- 
ation, for the six months ended June 
30. Net profit of $5,798,163 was re- 
ported for the first half of 1934. 


A 

Estimated earnings of Sterling 
Products, Inc., are reported as be- 
tween $2,100,000 and $2,200,000 for 
the second quarter of 1935. This 
would bring profit for the first half 
of 1935 to $4,700,000. During the 
first half of 1934, the company earned 
$5,037,011. 


Bristol - Myers ‘Company showed 
consolidated net income, after taxes 
and other charges, of $1,007,730, for 
the six months ended June 30, com- 
pared with net income of $1,022,047 
for the corresponding period of 1934. 
Net income of $456,781 for the quar- 
ter ended June 30 is reported by the 
company, as compared with $352,834 
for the same 1934 quarter. 


Vv 

Hudson Motor Car Company and 
its subsidiaries for the first six 
months of 1935 showed consolidated 
net profit of $560,977, compared with 
a net loss of $618,160 for the corre- 
sponding period of last year. This 
profit, the largest for any similar pe- 
riod in the last five years, is after 
all charges, including reserve for de- 
preciation of $915,227, but before 
federal income taxes. For the three 
months ended June 30, consolidated 
net profit amounted to $325,367 after 
all charges, including reserve for 
depreciation of $450,476, but before 


! 
federal income taxes. This compares | 


with $184,685 for the second quarter 
of 1934. 

Retail sales of Hudson and Ter- 
raplane cars in the United States 
and Canada for the first half of 
1935 totaled 45,681 units, the best 
sales record for the period since 
1930, comparing with 37,554 units for 
the first six months of 1934. Retail 
sales, not including export, for the 
first three weeks in July were 4,629 
cars, the best showing for this pe- 
riod since 1929. 

eF. F 

Reo Motor Company and subsidi- 
aries report, for the quarter ended 
June 30, net profit of $31,544, after 
federal taxes, depreciation, etc., com- 
pared with net profit of $10,612 in 
the preceding quarter, and net loss 
of $234,063 in the June quarter of 
the previous year. 

For the six months ended June 30, 
net profit was $42,156, after taxes 
and charges, comparing with net loss 
of $506,944 in the first half of 1934. 

7 VF 

Armstrong Cork Company, for the 
six months ended June 30, reports 
consolidated net profit of $1,523,296, 
against $1,401,087 for the six months 
ended June 30, 1934. 


Net profit of $234,416 is reported 
by White Rock Mineral Springs Com- 
pany, for the six months ended June 
30. This compares with $315,299 in 
the first half of 1934. 


Owens-Illinois Glass Company 
made net profit of $7,157,767, after 
taxes and charges, for the year ended 
June 30, compared with $5,854,212 
in the preceding fiscal year. 


vvy 

Net earnings of $3,110,970, after 
deduction of income tax, deprecia- 
tion and preferred stock dividends, 
are reported by Dow Chemical Com- 
pany, for the fiscal year ended May 
31. Sales of Dowmetal nearly dou- 
bled during the past fiscal year, and 
175 employes were added. 


7 7 F 
For the six months ended May 31, 


It's the “1 Will” 


We're going to let you in on a secret-—two of ’em, in fact. 

Number One: A good customer told us, confidentially, a 
few weeks back, that he had been buying his Ad-Electro- 
types outside of Chicago. Told it shamefacedly, because 
he’s civic-minded. Reason? Price. 

Number Two: He’s now buying P. & A. Ad-Electrotypes, 
right here in this good town. Reason? Same price. The 
«*I Will’’ spirit couldn’t stand for it. 

Think of the over-night — and worse — delays that 
we’re saving those fellows! As you can—plus 


absolute certainty of top quality. 


Spirit 


* Tienatont ... on the East 
Side, short walk to Advertis- 


ing Club. In the zone of 
quiet. Several bus and sub- 
way lines within one block of 
our door. Two automobile 
entrances. Ample parking 
space. 

*K Good Food . 


choose from. 


14 East 28th Street 


Why So Many 
Advertising Men 
Stop at the Prince George 


. . The Prince George is famous for fine food, particu- 
larly New England dishes. The Old English tap room is also a delightful 
spot to dine and refresh a tired advertising man. 


Prince George Hotel 


Just Off Fift 
Alburn M. Gutterson, Manager 


* Reasonable . . . large rooms 
with bath as low as $40.50 a 
month. Daily from $2 single, 
$3 double. Suites also mod- 
erate. Meeting rooms, ban- 
quet rooms for groups, con- 
ferences. Just the place to stop 
when the family goes away. 


Five restaurants to 


Avenue New York 


Gillette Safety Razor Company re- 
ports net profit of $2,171,375, after 
deduction of interest, depreciation, 
federal taxes, and other charges. 
This compares with a net profit of 
$1,966,078 in the corresponding pe- 
riod of 1934. 

A comparison of the company’s 
report for the first quarter and the 
six months’ period shows that the 
company’s net profit for the quarter 
ended June 30 was $972,712, com- 
pared with a profit of $1,198,663 for 
the preceding quarter, and a profit 
of $1,063,876 for the second quarter 
of 1934. 

vvy 

Lehn & Fink Products Company 
reports a net profit, after deprecia- 
tion, federal taxes, etc., of $94,496, 
for the six months ended June 30, 
as compared with a net profit of 
$296,884 for the corresponding pe- 
riod of last year. 

vvy 

Zonite Products Corporation re- 
ports a net loss, after all expenses, 
of $308,524 for the quarter ended 
June 30. 

. 2 F 

A net income of $275,530 for the 
six months ending June 30 is re- 
ported by The United States Indus- 
trial Aleohol Company, as compared 
with $352,274 for the same period last 
year. 

vvyv 

Net earnings of Procter & Gamble 
Company and its subsidiaries for 
the fiscal year ended June 30 
amounted to $19,120,324, after all 
usual reserves and charges, the larg- 
est earnings since 1931, when net 
profit amounted to $22,650,000. Net 
profit for the fiscal year ended June 
30, 1934, amounted to $14,366,816, 
after all charges. 

The annual report shows gross 
sales for the 1934-35 fiscal year 
amounting to $156,800,054, the larg- 
est business, measured in dollars, 
that the company has had since 1930, 
when gross sales totaled $190,523,- 
000. Gross sales for the 1933-34 
fiscal year were $116,593,142. 

vvy 

Canada Dry Ginger Ale, Inc. (Dela- 
ware) and subsidiary companies re- 
port consolidated net loss of $85,809 
for the three months ended June 30, 
as compared with net profit of $139,- 
242 for the same period of 1934. 

For the nine months ended June 
30, net profit of $10,640 is reported, 
compared with $398,738 for the nine 
months ended June 30, 1934. 

a 

E. I. du Pont de Nemours & Co. 
showed net income, including that of 
wholly owned subsidiary companies, 
of $22,450,485 for the six months 
ended June 30, as compared with 
$23,553,598 for the first half of 1934. 

vvy 

Net earnings of General Mills, Inc., 
and subsidiaries, for the fiscal year 
ended May 31, after deductions for 
depreciation, interest, federal taxes 
and the minority interest, amounted 
to $4,075,251, as compared with net 
earnings of $3,710,383 for the preced- 
ing fiscal year. Net sales of flour, 
feed, cereals and other products for 
the year just ended were $143,074, 
458. 


Colgate - Palmolive - Peet Company 
and subsidiaries report consolidated 
net profit of $1,924,810 for the six 
months ended June 30, against net 
profit of $2,416,888 in the correspond- 
ing 1934 period. 


vvy 

Net profit of $5,669,684 was earned 
by J. C. Penney Company, Inc., and 
subsidiaries in the six months ended 
June 30, against $6,698,437 in the like 
1934 period. 


Pillsbury Flour Mills Company and 
subsidiaries report net profit of $1,- 
537,395 for the year ended May 31, 
against $1,595,992 in the previous 
year. 


Net profit of $55,888 was shown 
by Congress Cigar Company, Inc., 
for the quarter ended June 30, as 
compared with $12,175 in the June, 
1934 quarter. For the six months 
ended June 30, net profit was $23,064, 
against a net loss of $32,230 in the 
first half of 1934. 


Porto Rican‘ American Tobacco 
Company for the quarter ended June 
30 reports a net loss of $65,884, ex- 
clusive of the company’s proportion- 
ate share of the net profit of its sub- 
sidiary, Congress Cigar Company, 
Inc. This compares with a net loss 


of $86,524 for the second quarter of 
1934. Net loss for the first six 
months of 1935 was $163,261, against 
a net loss of $201,112 for the first 
half of 1934. 

? Ff F 

Loft, Inc., reports net loss of $41,- 
006, for the quarter ended June 30, 
against $51,658 in the second quarter 
of last year. Indicated net loss for 
the six months ended June 30 
was $93,205, against a profit of $9,623, 
before federal taxes, in the first half 
of 1934. 

vvy 

Net income of Scott Paper Com- 
pany for the six months to June 30 
amounted to $420,622, against $419,- 
171 in the first half of 1934. 

- ww 

Skelly Oil Company reports net 
income of $737,101 for the first half 
of 1935, compared with $232,319 for 
the first half of 1934. 

vy¥seey? 

Net income of McGraw-Hill Pub- 
lishing Company, Inc., amounted to 
$273,971 in the six months to June 
30. In the like period of 1934, net 
income amounted to $145,663. 

vgv¥sey? 

Certain-teed Products Corporation 
reports net loss of $54,231 for the six 
months to June 30. In the like period 
last year, the company reported net 
loss of $485,937. 


Net income of McCall Corporation 
for the six months to June 30 
amounted to $813,915, while net in- 
come for the like 1934 period was 
$770,914. 

vvwy 

Eureka Vacuum Cleaner Company 
reports net income of $118,117 for 
the six months to June 30, as com- 
pared with $146,025 in the like 
period last year. 

7’ FT F 

Standard Oil Company of Cali- 
fornia had net income of $10,583,142 
in the first half of 1935, compared 
with $7,340,834 in the first half of 
1934. 

7? F Ff 

Wheeling Steel Corporation reports 
net income of $1,602,871 for six 
months to June 30. Net income for 
the first half of 1934 amounted to 
$1,076,178. 


SS & -¢ 
For the first six months of 1935, 
Inland Steel Company reports net 
income of $4,858,306, against $3,233,- 
735 in the same period of 1934. 


v v v 
Maytag Company reports net in- 
come of $1,232,168 for the first six 
months of 1935, against $1,046,574 in 
the first half of 1934. 


Vv 
Shell Union Oil Corporation earned 
net income of $528,735 in the six 
months to June 30. For the like 
period of 1934, the company reported 
a loss of $938,683. 


For the three months to June 30, 
Crosley Radio Corporation reports 
net income of $180,213, against 
$340,668 in the corresponding 1934 
period. 


Peoples Drug Stores, Inc., report 
net income of $375,372 in the six 
months to June 30, as compared with 
$422,614 in the first half of 1934. 


Standard Brands, Inc., earned net 
income of $5,816,374 during the six 
months to June 30, against $8,370,587 
in the like period of 1934. 


v 
Yale & Towne Mte. Company re- 
ports net income of $61,838 in the 
six months to June 30, against 
$62,265 in the first half of 1934. 


ae 
Net income of $89,671 was earned 
by Northern Paper Mills in the six 
months to June 30, against $102,509 
in the like 1934 period. 
_ 
Radio Corporation of America re- 


ports net income of $2,289,136 in the 
six months to June 30, against $1,- 
771,581 in the first half of 1934. 
vvy 
Sun Oil Company and subsidiaries 
report net income of $3,157,863 for 
the six months ended June 30. 
vvy 
American Rolling Mill Company 
earned net income of $2,459,004 in 
the six months to June 30, against 
net income of $2,018,149 in the like 
1934 period. 


vvyv 
Net income of $3,133,696 is re- 
ported by Continental Oil Company 
(Delaware) for the six months to 
June 30, against $2,377,312 in the 
first half of 1934. 
vvyv 
Fairbanks, Morse & Co. earned net 
income of $376,990 in the first six 
months of 1935, compared with 
$22,228 in the same period of 1934. 


a. 

Net income of $468,137 is reported 
by Anaconda Wire & Cable Company 
for the six months to June 30, com- 
pared with $516,814 in the like 1934 
period. 


vvyv 
Brunswick - Balke -Collender Com- 
pany reports net loss of $159,069 for 
the six months to June 30, against 
net loss of $21,131 in the like 1934 
period. 


vvy 

For the 24 weeks to June 15, Ken- 
dall Company reports net income of 
$104,866, against $413,530 in the cor- 
responding 1934 period. 


vvy 
Fisk Rubber Corporation had net 
income of $5,514 in the first six 
months of 1935, compared with 
$372,768 in the like 1934 period. 
vvyv 
Net income of General Cigar Com- 
pany, Inc., amounted to $650,940 in 
the first half of 1935, against $1,072,- 
314 in the first half of 1934. 
vvy 
For the three months to June 30, 
Holland Furnace Company reports 
net loss of $144,250, against a net 
loss of $112,375 for the like 1934 
period. 
vvy 
International Silver Company re- 
ports net loss of $336,757 for the six 
months to June 30. In the like per- 
iod of 1934, the company reported 
net income of $16,493. 
v7? 
Studebaker Corporation reports 
net loss of $119,511 for the period 
from March 1 to June 30. 


Who Said There 
Was nothing 


NEW — 
Advertising? 4 
SEE 


for 
Yourself! 
Write for 
a copy of 


MODERN AGRICULTURE 


Waterloo, la. 
Over 500,000 circulation in Iowa, IIL, 
Minn. PROOF;—Mount Morris, IIl. 
mailing receipts. 


Proof of Results to advertisers. 
‘‘Results very good from last issue, reserve space 
for card and page in DAIRY SHOW ISSUE, copy 
follows.’’ 

“‘Modern Agriculture sold building material for us 
for 7.80% total cost. When does the next issue go 
to press?’ 
‘“‘Modern Agriculture has quadrupled our business in 
the four states you cover. Inquiries came in at the 
rate of 500 per day for first ten days and still 
pulling.’’ Original copies on file at our office. 
Chicago Office, Randolph 38884 
New York Office, Vanderbilt 4661 — 
Wire or write for full details of this new 
MODERN method of advertising that leads 
to sales. 


MODERN AGRICULTURE 


Waterloo, lowa. 


Wis. and 
Postmaster, 


KETTERLI 


US 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. 
Have our representative call. 


NEW YORK CHICAGO BOSTON 
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Race Horse Is 
Used to Relate 
Story of Beer 


Omaha, Neb., Aug. 9.—Continuing 
the world champion theme begun 
last year in behalf of Storz Triumph 
beer, the Storz Brewing Company 
recently released newspaper copy 
through its agency, Buchanan- 
Thomas Advertising Company, fea- 
turing the race horse Omaha, under 
the headline, “Two world’s cham- 
pions that have made Omaha fam- 
ous.” The other champion was, of 
course, the beer. 


The copy was timed to catch pub- 
lic fancy. The advertisement ap- 
peared the day after Omaha came in 
first at Chicago, and the day before 
final racing events were held at this 
city’s newly re-opened Ak-Sar-Ben 
track. 

The horse and the beer were fea- 
tured on either side of the adver- 
tisement. Boxes adjacent to each 
picture carried a list of champion- 
ships won. The copy read: 

“By adding the classic Belmont 
Stakes to his sensational victories in 
the Kentucky Derby and Preakness, 
Omaha, member of the royal family 
of the equine world and son of the 
famous Gallant Fox, won the undis- 
puted right to the title of ‘World’s 
Champion 3-Year-Old.’ 

“This is not the first time, how- 
ever, that the name of Omaha has 
been linked to a champion of the 
world. 

“Storz Triumph beer, an Omaha 
product for over 50 years has won 
the title of ‘World’s Champion Beer’ 
on four separate occasions, in com- 
petition with the finest beers of 
America, England, Germany and the 
entire civilized world. 

“These contests were held at 
great international expositions and 


COPY PLAYS UP SUCCESS OF OMAHA 


~ 
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TWO WORLD'S CHAMPIONS <@, 


World’s Greatest Race 
Horse and Storz Triumph 
Beer Have Brought Honor 
and Renown to Omaha--- 


By edding the classic Belmont Stakes to his senastional ric 
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GRAND PRIX and MIGHEST 
AWARD leverastienal Eepowt 
tion, Paria, France, 112 
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of “World's Champion 3-Year-Old~ 


‘This is not the first time, however. thet the name of Omabe 
hae been linked te 6 champion of the world. 


Storr Triumph Beer, an Omahs product for over fifty years 


‘Thene contests were held at great international exposition: 
and were hedged by the worlds greatest brewing experts 
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Why apeod your money for second-rate” beers when you 
oniey 


Order 4 case of Store Triumph from your dealer today and 
ask for it "on tap” at your favorite cafe or tavern. 


STORZ BREWING CO. OMAHA, NEBR. 


orp TRIVAPH 


Fame comes to Omaha, the city, 


through Omaha, the horse, and 


Storz triumph beer, says this newspaper copy. 


were judged by the world’s greatest 
brewing experts.” 

The race horse advertisement is 
one of a series featuring the world 
champion idea in behalf of the 
Omaha beer. 


Mohawk Appoints Earl 


J. L. Earl, in charge of petroleum 
company tire accounts for the Lee 
Tire & Rubber Company, Consho- 
hocken, Pa., has been named vice- 
president and general manager of 
the Mohawk Rubber Company, Ak- 
ron, O. He will be in charge of Mo- 
hawk sales and advertising policies. 
G. W. Spahr, former sales manager 
of Mohawk, has been succeeded by 
H. H. Sutton. 


Chek-Chart Expands 


The Chek-Chart Corporation, Chi- 
cago, has opened a Detroit editorial 
office in the General Motors Bldg. 
W. E. Blaine, for years associate edi- 
tor of Chek-Chart, will be in charge 
as field editor. In addition to its edi- 
torial function, the Detroit office will 
also act as a service office to oil 
companies, on problems of lubrica- 
tion, 


Deals with Transcriptions 


Kasper-Gordon Studios, Inc., 140 
Boylston St., Boston, has produced a 
28-page book dealing with electrical 
transcriptions, to be sent to advertis- 
ing agencies, radio stations, and 
sponsors. 


Big Sanforize 
Effort Brings 
Large Returns 


New York, Aug. 9.—The largest 
campaign ever run on the Sanforiz- 
ing process has resulted in the larg- 
est business ever done in fabrics 
treated to prevent shrinkage by this 
method, which is controlled by the 
Sanforizing Division of Cluett, Pea- 
body & Co. 

While the major part of the cam- 
paign is completed, the effort will 
continue during the fall, the same 
magazines being used as in the 
spring and summer, when sales of 
cotton goods run heaviest. Byron G. 
Moon Company is the advertising 
agency. 

In the first six months of 1935, 
yardage sales of Sanforized fabrics 
increased 70 per cent over the cor- 
responding period a year ago and 
during the second quarter, despite 
the death of the NRA, many strikes, 
and other indecisions influencing the 
industry, the Sanforizing division 
enjoyed the largest quarterly busi- 
ness in its history. 

Though figures on retail advertis- 
ing lineage on Sanforized fabrics 
and products have not been compiled 
as yet because of the volume, this 
phase of the promotional program is 
far in excess of all previous records. 
In a single day, as many as 8,000 
retail tie-up advertisements have 
been received by the national adver- 
tiser. 

Up to June 1, the volume was as 
great, it is reported, as during the 
entire year of 1934, and this did not 
include the summer months, which 
form a peak period in the advertis- 
ing and retail sale of fabrics and 
garments in which Sanforizing, or 
pre-shrinking, constitutes a vital 
selling appeal. 


McBride Group Buys 


“Arts and Decoration” 


Arts and Decoration, 20-year-old 
magazine, has been purchased by a 
newly formed group affiliated with 
Robert M. McBride & Co., New York 
book and magazine publisher, which 
will publish the September issue. 
The new company is headed by Rob- 
ert M. McBride, president of Robert 
M. McBride & Co., which also pub- 
lishes Travel, and of the Dodge Pub- 
lishing Company. He was formerly 
associated with Conde Naste in pub- 
lishing of House and Garden and at 
an earlier date with Doubleday Page 
& Co., in The Garden Magazine and 
Country Life in America. 

Associated with Mr. McBride in 
the new venture is Barrett Andrews, 
former vice-president of the Conde 
Naste publications, and previously 
with Doubleday Page & Co., the But- 
terick Company and the Dorland In- 
ternational Advertising Agency, of 
which he was president. He was 
once publisher of the Boston Amer- 
ican. Mr. McBride said that poli- 
cies of Arts and Decoration will be 
broadened to serve as an inspira: 
tion to persons of both ample and 
modest means in city and country in 
achieving good taste and distinction 
in their homes and “fullest enjoyment 
of country living in this advancing 
age of leisure.” Mary Fanton Rob- 
erts, long on its editorial staff, will 
continue as consulting editor. 


W. N. U. Shifts McDonald 


D. A. McDonald, formerly of Den- 
ver, has been appointed manager of 
the Detroit office of the Western 
Newspaper Union, succeeding W. F. 
Panzer, who has retired because of 
illness. Mr. McDonald was formerly 
in charge of the Detroit office for 12 
years. 


Heads Amplex Sales 


Harry E. Heath has been made 
general sales manager of Chrysler 
Motors’ Amplex division, which 
specializes in marine and industrial 
activities. Previously he has been 
director of service for the Plymouth 
division. 
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INLAND STEEL 
GETS RYERSON, 
DISTRIBUTORS 


Merger Arranged Subject to 
Final Approval 


Chicago, Aug. 8.—Illustrating a 
trend in the steel industry, Inland 
Steel Company and Joseph T. Ryer- 
son & Son, Inc., merged this week, 
subject to approval of stockholders. 
The consolidation, already approved 
by directors of the two organiza- 
tions, will provide Inland Steel with 
a ready-made distributing organiza- 
tion, with far-flung facilities. 

Inland Steel is one of the largest 
and most successful independent 
steel producers in the country. Its 
mills are located at Indiana Harbor 
and Chicago Heights, with executive 
offices in Chicago. L. E. Block is 
chairman of the board and P. D. 
Block, president. 

Joseph T. Ryerson & Son, Inc., 
founded in 1842, is one of the largest 
distributors of steel and iron in the 
country. Headquarters are main- 
tained in Chicago, with branches in 
Detroit, Cleveland, Buffalo, Cincin- 
nati, Boston, New York, Philadelphia 
and other centers. 


Will Operate Separately 


According to present plans, the 
two companies will continue as sepa- 
rate entities, Ryerson maintaining 
its identity and personnel, though 
serving as a wholly-owned subsidiary 
of Inland Steel. 

United States Steel Corporation 
maintains a distributing organiza- 
tion which carries warehouse stocks. 
So do some other large producers, 
though Bethlehem and Republic are 
outstanding exceptions. 


Inland Steel produces bars, shapes, 
plates, sheets, strips, rails, track ac- 
cessories and tin plate. While all of 
these items will be _ distributed 
through Ryerson, the latter will prob- 
ably continue to be a factor in the 
open market for lines necessary to 
maintain full stocks of all needed 
lines in all warehouses. 

Financial aspects are said to have 
had some bearing on the merger 
plan. Ryerson stockholders will re- 
ceive 59 shares of Inland stock for 
each 100 shares of Ryerson. This 
diffusion of interests will broaden the 
market and facilitate trading. 


Beauty Box Seeks More 
Listeners on NBC Blue 


Expecting to gain 25 per cent more 
listeners, Colgate -Palmolive-Peet 
Company has moved its Palmolive 
Beauty Box Theater to the Blue 
network of the National Broadcast- 
ing Company at 9 p. m., E. D. T., 
one hour earlier than formerly on 
the Red network Tuesday evenings. 

The first broadcast in this spot was 
on Friday, when Rose Bampton was 
presented in “The Desert Song.” The 
program is the only full hour show 
on this network, and it now features 
the slogan, “Friday Night Is Opera 
Night.” It will continue to offer 
well known operettas. Benton & 
Bowles, Inc., is the agency. 


G-M Honors Three 


Three vice-presidents of General 
Motors Corporation have been pro- 
moted to the company’s executive 
committee. They are: R. H. Grant, 
vice-president in charge of sales; C. 
E. Wilson, vice-president in charge 
of industrial relations; and O. E. 
Hunt, vice-president in charge of en- 
gineering. On Nov. 7, 1934, the three 
men were elected to the board of di- 
rectors. 


Mrs. L. B. Merwin Dies 


Mrs. Louis B, Merwin, a principal 
owner of the Bloomington, IIl., Daily 
Pantagraph, died Aug. 5 of a heart 
ailment. Mrs. Merwin was the 
mother of Davis Merwin, now pub- 
lisher of the Minneapolis Star; Lor- 
ing Merwin, associate editor of the 
Pantagraph; and Hester Merwin 
Handly, New York muralist. 
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Getting Personal 


Jack Spangler, g. s. m. of National Carbon Company, picked up an 
unfamiliar document among the Eveready reports on his desk this 
week to discover he had become one of Governor Ruby Laffoon’s 
Colonels. Immediately struggling to his feet and pressing the mint 
julep button twice, Col. John M. Spangler issued two statements, one 
expressing his appreciation of an honor to which so few persons attain 
and the other his pleasure at being made a member of such a great and 
glorious company. Though willing to discourse learnedly on the hosses 
and beautiful belles of his “native” state, he refused to tell the story 
of the engagement in which he won his military ranking until the 
juleps arrived. 


An amazing talent for painting on the part of men and women 
engaged in other pursuits is revealed by the show staged by members 
of the staff of the New York Times, on view until Aug. 31 in the Club 
Room of the Times Annex. The committee comprises Vincent Scho- 
field Wickham, chairman, John P. Tornase, Grace Morgan, Theodore 
Kraemer and Rice Carothers. 


J. David Stern, New York and Philadelphia newspaper publisher, 
has been booked for an early appearance on the radio series, “The 
Jewish Viewpoint,” Wednesdays at 8:30 p. m., E. D. T., on WMCA and 
associated stations of the Inter-City Group. 


Helen Hayes, Scribner’s solicitor, will leave early next month to 
join the staff of the American Embassy in Cairo, there to serve the 
first two-year hitch of a career. Advertising is not adventuresome 
enough, she says. 


Harold Borer, general passenger agent of the Cunard-White Star, 
Ltd., is leaving early in September on a 21-day vacation cruise to South 
America. To complete the escape from business, he rarely vacations on 
his own boats, though most of his vacation periods are regularly spent 
at sea. 


Fred Manchee, BBDO account man, planned his three-week vaca- 
tion this year so as to allow time for recovery from a blessed event. 
The vacation over, he returned to the office a week ago Monday still 
anticipating. Gail, the second child and also a daughter, arrived the 
following Wednesday. The BBDO 1934 baby crop now totals ten. . 


When the news of the birth of his son was flashed to associates 
of George Roberts at Kenyon & Eckhardt, the answer was a telegram 
addressed to the proud new father at the hospital expressing the hope 
that the boy would be a better man than his daddy. 

Charlies McCracken, Rose-Martin space buyer, will set out this 
week-end for a rest. He will start with a look-over at Fire Island and 
Woodstock, but might not stay long at either place. 


Col. King Martin, of the Frank Presbrey Company, will have an 
exciting announcement to make when he returns from Norway on the 
Stavengerskord about the 20th. Allan Zoll, who sailed for foreign 
shores the middle of July, will return about Sept. 1. 


John Howard Kies, a young man who took Greeley’s advice and 
found himself with the Chicago office of Lord & Thomas, will retrace 
his steps the 21st to marry Magaret Hudson, of White Plains, and 
carry her off to Evanston. The bride-to-be was graduated from the 
Katharine Gibbs School in New York City. Re 


Frank Denman, of Kenyon & Eckhardt, sails from Quebec Aug. 17 
on the Empress of Britain. While work on a travel account is the 
principal idea, he is already nostalgic on the subject of thatched-roofed 
Sussex inns, with mice in the attic and Yorkshire pudding in the 
kitchen. 


Al Lehman, assistant managing director of the A.N.A., is spending 
his spare time rapturously poring over plans for alterations and addi- 
tions to his cottage on the Jersey fringe of the commutation belt. The 
pattern will be Colonial to make a setting for some Americana treasured 
by the young couple. 

That new bust in the Hall of Golfing Fame is the likeness of 
H. Clyde Fisher, eastern manager of the St. Louis Globe-Democrat. He 
made the 17th hole at Briarcliff Lodge, 144 yards, in one. 


Charlie Younggreen, executive v.p. of Reincke-Ellis-Younggreen & 
Finn, Chicago, told the International Baby Chick Association all about 
industry advertising at its annual convention in the Windy City last 
week. . . Another executive v.p., Frank Birch, of Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, returned to his home town from the 
annual meeting of Lions International at Mexico City with the title 
of second vice-president of the organization. 


L. Il. Weishar, Chicago branch manager for the Kansas City Star 
and Times, boasts that those papers tell any given story in fewer 
words than any other dailies in the country. . . 

Meanwhile, Frank Avery, Neisser-Meyerhoff’s media director, was 
whispering to newspaper representatives that Wrigley advertising 
on comic pages has created a new record for consecutive insertions. 
It has appeared in 700-odd consecutive issues. . 


Some 26 hungry citizens showed up for the annual “home-caught” 
fish dinner tendered the Chicago Circulation Managers’ Round Table 
by Virg Angerman, of Popular Mechanics, last Tuesday, upon his re- 
turn from the wilds of Minnesota. Just to prove that he really knows 
his stuff with rod and reel, Virg not only provided enough assorted 
fish for second helpings, but actually had some left over. . . 

Harry W. Alexander, general sales manager of American Type 
Founders Company, has returned from his second European trip with 
the twelvemonth. Over on the Rex, back on the Washington, he cov- 
ered every large city in Italy, France, Belgium and Holland, and took 
a day off at Capri to see whether she really had a plain golden ring 
on her finger. Business and pleasure, said he. . 

Honeymoons are honeymoons, even if they’re late, says Frank L. 
Howley, art director of Jerome B. Gray & Co., Philadelphia, who is 
now in Europe with Mrs. Howley. Their marriage took place last 
oe 

The Maxon, Inc., family is growing—in Detroit at least. During 
the last week of July, two new arrivals were announced. Lou Tasker 
and Eddie Kramer, of the media and accounting departments, both 
are proud papas of bouncing girls. Eddie’s time advantage, Lou claims, 
has been more than offset by his own infant’s weight superiority. 
Young Miss Tasker tipped the scales at the beginning of this month 
at eight pounds, seven ounces. . 

Edward J. Owens of Erwin-Wasey has purchased a 15-acre es- 
tate near Spruce Mountain, Danbury, Conn., on which he plans to erect 
a house to serve as a summer residence at first, and perhaps later as a 
year-round residence. . . 

The boys at Henri, Hurst & McDonald, Chicago, are having their 
annual laugh at the alleged lack of fishing skill of Nate Pumpian, 
media director, who has gone off on a muskie chase with Bob Becker, 
piscatorial expert. Before Nate left, the office was piled high with 
various helpful equipment supplied by friends, they assert. . . 


Iglehart Made 
President of 
G-F Sales Co. 


New York, Aug. 8.—Austin S. Igle- 
hart, vice-president of General Foods 
Corporation in charge of sales and 
merchandising, has been elected pres- 
ident of General Foods Sales Com- 
pany, Inc., succeeding J. F. Brown- 
lee, resigned. 

C. Lawton Campbell, Curtis H. 
Gager and Charles G. Mortimer, Jr., 
have been made vice-presidents of 
the sales company. These three men, 
together with Carl Whiteman and 
J. K, Evans, who continue as vice- 
presidents of the sales company, will 
each be responsible for the merchan- 
dising of a different group of General 
Foods products. 

Arthur C. Unger, vice-president of 
the General Foods Sales Company, 
formerly Western sales manager, has 
been transferred from Chicago to 
New York, where he will head Gen- 
eral Foods’ field operations for the 
entire country. Ralph H. Whitmore 
continues as vice-president of General 
Foods Sales Company in charge of 
sales in the far West. 

Mr. Iglehart announced the crea- 
tion of a general merchandising com- 
mittee for General Foods, at a meet- 
ing of the board of directors. It will 
consist of Messrs. Whiteman, Unger, 
Evans, Campbell, Gager, and Morti- 
mer, with Mr. Whiteman as chair- 
man. 


Returns to Daily Field 


The New Lexington, O., Daily- 
News, formerly the Perry County 
News and Sentinel, will resume pub- 
lication in the evening field on Aug. 
19, publishing every day except Sat- 
urday and Sunday. C. J. Anderson 
Special Agency, Chicago, and Ralph 
R. Mulligan, New York, will continue 
to represent the newspaper in the 
national field. 
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FALL PROMISES 
LARGER MARKETS, 
SAY EXECUTIVES 


(Continued from Page 1, Col. 5) 
tives feel that this year will be con- 
sistently better than last year with 
the fall months well ahead of those 
ot 1934,” declares George V. Leroi, 
California Brewing Association, San 
Francisco, Cal. 

“Inasmuch as the summer months 
are the biggest consuming months in 
the beer business, our advertising 
naturally operates with the utmost 
intensity during these months, but 
it has been planned so as to carry 
along through the fall months.” 

A. J. Izzard, advertising manager, 
Albers Bros. Milling Company Seat- 
tle, Wash., said: 

“Our plans now completed for fall 
indicate no expectation of any de- 
crease in business volume. Believe it 
would properly present our opinion 
to say that we expect business gen- 
erally to continue the tendency to 
improvement now evident every- 
where, and are proceeding with plans 
that are based on that belief.” 


A Rising Tide 


“I personally believe business will 
be increasingly better as the months 
pass—using as one yardstick the 
sales of automobiles, tickets to 
Europe and reservations now booked 
at New England summer resorts,” 
said Paul Donelan, advertising man- 
ager, The Gorham Company, Provi- 
dence, R. I. 

“Gorham’s fall advertising and pro- 
motional efforts are definitely planned 
to be not only as consistently pro- 
gressive and formidable as in the 
recent past, but our hand is near the 
throttle ready to open it up just as 
far as the commensurate return jus- 
tifies. The leading retail jewelers of 
America are today more anxious to 
cooperate to step up mutually ad- 
vantageous turnover, and we are tak- 
ing complete advantage of their jus- 
tified optimism.” 

C. F. Farnham, advertising depart- 
ment, American Stove Company, 
Cleveland, O.: 

“In times like these, as George 
Bernard Shaw said, ‘You never can 
tell.” But our guess is that, as far as 
American Stove Company is con- 
cerned, fall 1935 will be much better 
than 1934. We base this on our ex- 
perience for the first six months of 
1935, which period is much ahead of 
1934. 

“When we slid into the depression 
there was no let down in our adver- 
tising or promotional effort. We 
plugged away as usual. We did cut 
down our advertising appropriation; 
because during hard times, we felt 
that the law of diminishing returns 
indicated that an over large appro- 
priation would be a waste of money. 

“Our advertising and promotional 


AT WASHINGTON’ $ FAMOUS HOTEL 
$3 up single - - $4 up double to Sept. 15 


Live at the 


WILLARD HOTEL 


14th and Pennsylvania Avenue 


Make it a Washington 
vacation! Parks are glorious 
and the new public build- 
ings are open. Live at the 
world renowned Willard 
Hotel—The Residence of 
Presidents.’ 


H. P. Somerville 
Managing Director 
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AIR CONDITIONING CONQUERS IN NEW FIELD 
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CLEAN BURNING: 100% Pure Petroleum Base—No Added 
Chemicaie— 100% clean burning—ne harmful deposits. 


GREATER RET POWER: “Air conditioned” gasoline plus clean 
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~ AMERICAN OIL COMPANY:++Also makers of AMOCO-GAS>>:it’s “AIR-CONDITIONED” tool 


With the mercury straining at the top of the tube, this huge news- 


paper copy, announcing 


“air-conditioned” gasoline, attracted un- 


usual attention. American Oil Company is the advertiser. 


effort will run at the same level as 
last year. 

“We will bring out new models in 
the fall following our usual custom 
of keeping interest alive by new of- 
ferings. We will issue our regular 
fall advertising and merchandising 
portfolio. 

“Psychologically, we believe that 
recovery is nearer than it was. Peo- 
ple believe that times are better. 
This is a significant step forward.” 


Will Sell Harder 


W. B. Geissinger, advertising man- 
ager, California Fruit Growers Ex- 
change, Los Angeles, Cal.: 

“Whether business in general is 
‘better, worse, or just the same next 
fall,’ the Exchange will be busy. 

“With more than twice the usual 
volume of Valencia oranges this 
summer—to say nothing of a big 
lemon crop—we do not lack fruit. In 
order to facilitate marketing, the Ex- 
change board of directors has voted a 
special assessment which will in- 
crease the season’s appropriation by 
some $360,000, bringing the total in- 
vestment for 1935 Valencia advertis- 
ing to more than $1,000,000. 

“The larger part of this emergency 
fund goes into newspaper advertis- 
ing. This is supplementary to the ex- 
tensive magazine schedule already 
arranged. Radio, outdoor and ex- 
press wagon posters and car cards 
will be used also. Display material 
for retailers is being increased.” 

“I am convinced that business dur- 
ing the fall of 1935 will be much 
better than it was in 1934, with the 
prospect of a continually rising 
trend,” asserted J. S. Dineen, direc- 
tor, advertising section, General Mo- 
tors Corporation, Detroit. ‘As far as 
I know, no definite merchandising 
plans have been formulated on the 
basis of that opinion.” 

Gifford R. Hart, advertising man- 
ager, Health Products Corporation, 
Newark, N. J.: 

“Next fall’s business is anybody’s 
guess. We are inclined to agree with 
those whose guessing record is pretty 
good that business is likely to be bet- 
ter this fall than it is now or was 
last fall. 

“We are planning efforts at least 
as aggressive as those of last year, 
but all of our plans are subject to 
expansion if opportunity justifies.” 

L. C. Probert, vice-president, Ches- 
apeake and Ohio Lines, Washington, 
Gt 

“As to the Chesapeake and Ohio’s 
advertising program, we expect to 
run along at the same level we have 
been running at for the next three or 
four years. We have found it very 
satisfactory.” 

T. R. Schoonmaker, executive sec- 


retary, The Brazil Nut Advertising 
Fund, New York: 

“We shall increase our advertising 
expenditure this fall about 30 per 
cent over and above the amount 
spent a year ago.” 

M. J. Cleary, president, The North- 
western Mutual Life Insurance Com- 
pany, Milwaukee: 

“We anticipate an improved busi- 
ness activity in the coming fall. The 
present promise of a good crop and a 
fair price for farm products will of 
itself produce an improvement over 
the conditions of recent years in the 
farming areas. The farmer spends 
his money and its effect will be re- 
flected in the field of general busi- 
ness. 

“Our advertising and promotional 
program covers the entire year, and 
we do not contemplate any special 
activity during the remainder of the 
year.” 


R. A. Sayres Appointed 
KYW Sales Director 


Ralph A. Sayres has resigned as 
president of the Lynch Mfg. Com- 
pany, Inc., of New York and Cran- 
ford, N. J., to take up new duties as 
director of sales for KYW, Philadel- 
phia, on Sept. 3. In 1919 he was 
with A. H. Grebe & Co., New York, 
and from 1925 to 1927, with Grant 
& Wadsworth, New York. 

Later Mr. Sayres was associated 
with the old Outleok Magazine, Gen- 
eral Motors, the publicity campaign 
for the Silvertown Safety League, 
and J. Walter Thompson Company. 
He was then engaged by Associate 
Advertisers, Inc., to serve in 
Shanghai, China, where he became 
sales manager of one of the American 
Broadcasting stations. 


Nash-F inch Celebrates 


Nash-Finch Company, Minneapolis, 
wholesale grocer with wholesale 
houses in eight states, celebrated its 
golden anniversary July 31. W. K 
Nash, one of the original founders, is 
still active in the business. H. B. 
Finch, who joined the firm 46 years 
ago as errand boy, is now president 
of the firm; Harold Finch, a son, is 
executive vice-president, and W. E. 
Dietz, a vice-president. A. E. Selby 
is president of the Nash Coffee Com- 
pany, affiliated enterprise. 


Form Philadelphia Agency 


G. F. Crowley, formerly program 
director for WIP, Philadelphia, and 
Thomas J. LaBrum, formerly of New 
York, have organized an advertising 
agency under the name Crowley-La 
Brum, Inc., with offices at 2014 
Franklin Trust Bldg., Philadelphia. 
Mr. Crowley, president, will be in 
charge of a special department de- 
voted to radio advertising. Mr. La- 
Brum is secretary and treasurer. 


Promotional 
Copy Up 12% 
During July 


Chicago, Aug. 9.—Promotional ad- 
vertising in the advertising field in 
July, as indicated by the advertising 
volume of the six general advertis- 
ing publications, showed an increase 
of 12.5 per cent as compared with 
July, 1934, a tabulation released to- 
day indicated. 

The volume last month was 196,728 
lines, while in the corresponding 
month a year ago it was 174,930 
lines. The July total was also in 
excess of that published in June, 
1935. 

Newspapers continued to hold first 
place in volume of promotion, with 
61,376 lines, or 31.2 per cent of the 
total. Magazines followed with 50,960 
lines, or 26.4 per cent. Other classi- 
fications accounted for the following 
figures: 

Advertising production, 14,602 
lines; business papers, 12,138; radio, 
11,942; paper, 10,906; advertising 
agencies, 7,952; farm papers, 6,426; 
signs and displays, 4,536. 

The publications on whose lineage 
figures the tabulation is based are as 
follows: 


Lines 
Advertising Age (W.)........ 90,930 
Advertising & Selling (b.w.).. 30,086 


Printers’ Ink (W.) oc eseceess 32,326 
Printers’ Ink Monthly........ 11,326 
Sales Management (b.w.).... 18,566 
Tide (m.) 


Newspaper Lineage 
Increase Incorrect 


In the analysis of advertising 
lineage carried by the newspapers in 
81 cities measured by Media Records, 
Inc., which appeared in the July 15 
issue of ADVERTISING AGE, the per- 
centage of increase in June, 1935, 
over June, 1934, was incorrectly 
given as 4.3 per cent, when it should 
have been approximately one per 
cent. 

The totals for each individual city, 
as supplied by Media Records, were 
given correctly, the error being con- 
fined to the comparative analysis 
prepared by ADVERTISING AGE. 


Appointed by WFIL 

Robert Berger and T. W. Cleeland 
have been added to the sales contact 
staff of WFIL, NBC Blue network 
outlet in Philadelphia. Mr. Berger 
was general manager of the Seth 
Parker expedition for Frigidaire, 
handling both publicity and merchan- 
dising on the entire campaign last 
year. He was a former associate of 
the late George McClelland in Broad- 
casting Stations, Inc. Mr. Cleeland 
was formerly with WHAT, Philadel- 
phia. 


~ JOIN US? 
NEW CAR SALES FACTS 
1 in every 35 buys in’ Janesville--- 


Janesville, (Wis) Gazette 
Radio Station WCLO 


Convenient to all advertising cen- 
ters. Within 1 block to Radio 
City, Roxy, Capital, and many 
other theatres. 1,000 cheerful 
rooms, each with bath, radio, serv- 
idor and iced water. Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 
NEW YORK 


When making reservations, 
ADVERTISING AGE’ 


mention 


year. 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 
$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 
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ADVERTISING AGE 


August 12, 1935 


E. A. A. Holds Outing 


The annual outing and golf teurna- 
ment of the Engineering Advertisers 
Association of Chicago will be held 
Aug. 16 at Medinah Country Club. 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork ? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time— 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-1] 
service. Phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


@ For years the 
American Seating 
Company has 
used FAITHORN 
3-in-1 complete 
Service. You, too, 
can now enjoy its 
many advantages. 


(Placed by the 
Bisberne Adver- 
tising Agency.) 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 


FAITHORN 
CORPORATION 


Telephone Wabash 7820 


504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


HOW ADVERTISING IN THE 50 LEADING MAGAZINES HAS BEEN FARING 
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These charts, prepared from figures supplied by National Advertising Records, show the month-by-month rec- 
ord of advertising lineage and dollar volume in the 50 leading magazines from January 1928 through July 
1935. The figures are based on the lineage of those 50 publications which carried the greatest volume for 


each of the months included. 


Stocker Chosen 
As New Prexy 
Of Display Men 


St. Louis, Mo., Aug. 8—Glee R. 
Stocker, display manager for the 
Wohl Shoe Company, St. Louis, yes- 
terday was elected president of the 
International Association of Display 
Men, at the association’s 38th an- 
nual convention here, which closed 
today. 

Mr. Stocker succeeds George W. 
Westerman, Consumers Power Com- 
pany, Jackson, Mich. T. M. Solo- 
mon, A. Harris Company, Dallas, 
Tex., was elected first vice-presi- 
dent; Joseph Youtcheff, Truly War- 
ner Company, Cincinnati, O., second 
vice-president, and Harvey Flynn, 
The Emporium, St. Paul, Minn., 
third vice-president. 

Frank G. Bingham, Robertson 
Bros., South Bend, Ind., was re- 
elected treasurer, and J. Duncan 
Williams, Chicago, was reappointed 
executive secretary. Cincinnati was 
chosen for the 1936 convention city. 


or large your needs. 


work, copy. 


Use Color if You Sell Color! 


Users of small quantities of advertising matter 
need no longer confine themselves to one or two 
colors because of high cost. 


AMERICAN OFFSET places multi-color, high-qual- 


ity work within your reach, no matter how small 


A complete creative division is at your disposal. 
Entire campaigns prepared. Design, layout, art- 


Write for descriptive circular or phone 
CHickering 4-4145 
- AMERICAN OFFSET CORPORATION 


410 West 3ist St., New York 


Mr. Stocker, the new president, is 
president of the St. Louis Display 
Men’s Club. 

A show window show was a fea- 
ture of the convention. In this dis- 
play, eight life-size show windows 
were arranged about the walls. The 
windows were changed daily dur- 
ing the four days of the convention, 
and exhibited samples of display 
equipment planned for presenting 
all types of merchandise. 


Henry S. Adams 
Has Not Retired 


It was incorrectly stated in the 
Aug. 5 issue of ADVERTISING AGE that 
Henry S. Adams, formerly managing 
editor of the Spur, New York, had re- 
tired to devote attention to private 
interests. 

Mr. Adams, who was managing 
editor of the Spur for 22 years and 
who, for three years prior to his res- 
ignation in April, was also president 
of Spur Publishing Company, Ltd., 
intends to make another publishing 
connection. He resides at the Metro- 
politan Club, New York. 


Edward Petry Names 
Smith and Decker 


Edward Petry & Co., Inc., radio sta- 
tion representatives, has opened a 
West Coast office at 111 Sutter St., 
San Francisco, and has placed Earle 
Smith in charge. Mr. Smith spent 
the last two and one-half years with 
the Don Lee Broadcasting Corpora- 
tion as sales executive. 

Dave Decker has been added to the 
sales staff of the Detroit office of the 
Petry organization. For the past 
four years he has been with Maxon, 
Inc. Prior to that he was with the 
Chrysler Export Corporation as ad- 
vertising manager. 


Night Line Appoints 

The Hudson River Night Line has 
appointed Redfield-Johnstone, Inc., 
New York, to handle its advertising. 
The major portion of the firm’s ap- 
propriation will be used for news- 
papers, 
mail. 


outdoor posters and direct 


Rathbun Promoted 


Ross Rathbun has been appointed 
general sales manager of Westing- 
house Electric Elevator Company. 
Mr. Rathbun has been associated 
with Westinghouse Electric & Mfg. 
Company since 1916. In 1928 he was 
made assistant general sales man- 
ager of the elevator company. 


WGN Puts Ban 
On Sponsored 
Football Games 


(Continued from Page 1, Col. 2) 
exclusive privileges during the com- 
ing fall. General Millis, Inc., Minne- 
apolis, will sponsor games of the 
University of Minnesota, while Wis- 
consin hopes to close a deal shortly. 
Siren Mills Corporation, Chicago 
chocolate manufacturer, has  con- 
tracted for eight football broadcasts 
over WBBM, Chicago, but has not 
yet determined the games or time. 

Larry Wolters, radio editor of the 
Chicago Tribune, gave this outline 
of conditions which caused WGN to 
adopt its new policy: 

“WGN for seven years broadcast 
the pick of college football games on 
a sustaining basis; that is, broad- 
casting without a sponsor and de- 
fraying all expenses of the program. 
Four years ago it began sponsored 
broadcasts of games to help pay the 
line charges and other costs involved 
in long distance broadcasting. But 
throughout all these years the sta- 
tion always retained the right to 
make its own schedule—drawing one 
each year that it felt would have the 
widest listening interest. 

“Under the new setup, with schools 
selling their rights directly to an ad- 
vertiser, WGN feels it would be los- 
ing control over broadcasts operated 
for the public interest and would be 
forced to put on the air some games 
secondary to others available on any 
particular day.” 


Throws Out Tax Bill 


By unanimous vote on Aug. 7, the 
house ways and means committee of 
the Alabama legislature adversely re- 
ported the Vinson bill, which pro- 
posed to levy a tax of one-tenth to 
three-tenths of one per cent on circu- 
lation revenue and one to three per 
cent on advertising revenue of daily 
newspapers. 


Kills Chain Store Tax 


The Wisconsin senate on Aug. 6 
killed the Fitzsimons chain store tax 
bill, which would have taxed chain 
stores at the rate of $1 per year for 
each of the first 1,000 square feet 
of floor space, and 50 cents for each 
additional square foot. 


BALKS AT PATMAN 
GROUP’S QUERIES 
ON BIG CHAINS 


Washington, D. C., Aug. 9.—Rob- 
ert W. Lyons, saying that he repre- 
sented the Woolworth, Kresge, 
Penney, Walgreen and nine lesser 
chains, refused to answer ques- 
tions before the Patman committee, 
which seeks to curb chain stores by 
curtailing their rights to buy at 
discounts and under agreements 
for advertising cooperation not al- 
lowed by manufacturers to inde- 
pendents. 

While Representative Patman 
was provoked over the refusal of 
Mr. Lyons to testify, he refused to 
state what he would do to force the 
issue, which was declared similar 
to the Sinclair, Britten and Mac- 
Cracken cases which brought con- 
tempt citations. 

The stand of Lyons was that his 
relation to his clients was confiden- 
tial and so protected by law. 

He denied that he had a budget 
of $375,000 to influence legislation. 
Representative Patman then began 
reading into the record documents 
said to have been taken from 
Lyons’ files, showing contributions 
to defeat chain store legislation. 
An executive session of the com- 
mittee was held. 

“If we find a man sitting here in 
Washington and using a big chain 
store budget to send matter through 
the mails for a socially undesirable 
purpose,” Representative Patman 
said later, “we certainly can inves- 
tigate to see whether the use of the 
mails for such purposes would be 
prohibited.” 

Representative Bloom, New York, 
member of the special committee, 
later said that legal advice would 
be sought on the matter. 

“We are anxious,” he said, “to 
protect whatever rights Mr. Lyons 
and his clients have. I think we 
are acting in the fairest possible 
manner.” 


Zotos Account Placed; 


Agency Changes Name 
Sales Affiliates, Inc., New York, 
has named the Grey Advertising 
Agency, New York, which has han- 
dled Inectint, another of its prod- 
ucts, to take charge of advertising 
of Zotos, a machineless permanent 
wave. 

On its 18th anniversary, the Grey 
Advertising Service has changed its 
name to the Grey Advertising 
Agency to avoid confusion with other 
types of advertising services. 


Picks Alfred Rooney 


Crystal & Crystal, New York, own- 
ers and operators of residential and 
commercial properties, have  ap- 
pointed Alfred Rooney Company, 
New York. Newspapers and class 
magazines are being used. 


* rp Mranvracroners who 
are looking for action on the Federal 
Housing Act, look to the plumbing 
and heating industry. Plumbing and 
heating contractors are now the cen- 
tral force around which modernizing 
and remodeling is moving. 


Now is the time to go before these 
contractors with your story, because 
they are alive to the new business 
possibilities. They are being called 
upon daily to furnish new equipment, 
and whether or not that equipment 
is yours, depends upon the direction 
and force of your own efforts. Reach 
these key contractors through 
DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
Chicago, 


1900 Prairie Avenue, Ill. 
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‘WIDOWS MIGHT’ 
IS NEW BOOK BY 
HARFORD POWEL 


Continues Adventures of 
“That Copywriter’ 


New York, Aug. 8.—An impertinent 
but facetious comment on advertis- 
ing and advertising men is being re- 
tailed between board covers these 
days in the shape of a novel labeled 
“Widow’s Might,” published by 
Greenberg, and written by Harford 
Powel, vice-president and secretary 
of Kimball, Hubbard & Powel, Inc. 

Although the book was published 
a short two weeks ago, rapidly in- 
creasing sales threaten to exhaust the 
first edition. Sales in Boston have 
been so encouraging that a campaign, 
which may later appear in New York 
dailies, has been launched in the 
Transcript. 

This effort is a sequel to an earlier 
work published in 1928, “The Virgin 
Queene.” That story concerned the 
fantastic adventures of a strange, 
gifted copywriter in those pre-depres- 
sion days of screaming superlatives 
and million dollar appropriations. 


Starts In New Path 


This odd gentleman could not 
bear what seemed to him like death 
by drowning in the flow from the 
upturned cornucopias of that pros- 
perous era. And so, taking a year’s 
vacation, he devoted his facile mind 
to the fabrication of a play after the 
manner of William Spakespeare. 

The fantasy ended with its enthu- 
siastic reception, by the theatrical 
world, as genuine Shakespeare, a 
manuscript long lost, and the true 
author’s assertions of its being a 
counterfeit being dismissed as the 
delusion of a mad advertising man. 

The new book continues the adven- 
tures of this incredible genius. Here 
he has fallen upon the evil days of 
the slump and is forced to revert to 
the soil, and rather barren soil at 
that, of a decrepit Rhode Island farm. 

His heart-breaking attempts to 
wrest the merest living from the 
stubborn land are minutely chroni- 
cled. And when the tribulations be- 
come almost unendurable, enter the 
wealthy widow and the almost happy 
ending. 


The Copy Was Swell 


One hilarious episode concerns the 
single chance of the unfortunate 
copywriter to earn some money. An 
agency has decided that he is the 
only man that can create the copy 
they need in launching a big cam- 
paign for their most important ac- 
count, Marigold gasoline. 

What is needed is a series of three 
full-page newspaper advertisements. 
Copy must be strongly inspirational. 
And he is to receive a thousand dol- 
lars for writing it. 

But just as he has completed the 
composition of the series, and just as 
he has decided that he has written 
into them the best ideas of his 
career, the account executive enters, 
his face ashen, to report that the 
copy will never run. Marigold gaso- 
line has just gone into the hands of 
receivers. 

Harford Powel has put into the 
mouth and mind of this befuddled 
central character many thoughts 
that advertising men will find in- 
teresting. 

@n one occasion, explaining the 
difficulties of copywriting to a ques- 
tioning Britisher, he says, “Huxley 
once wrote that the difficulty of writ- 
ing a first-rate sonnet is nothing to 
the difficulty of writing a first-class 
advertisement. 

“Huxley was right. A sonnet may 
have any subject you please, any of 
the noble emotions like renunciation, 
or fidelity, or the thoughts inspired 
by seeing a lovely sunset or an allur- 
ing woman. But an advertisement 
must have steamers or cigarettes or 
lipsticks for its subject. 

“If you want to mention sunsets or 


sex, you have to drag them in. Con- 
sider as an art form, advertisements 
are the hardest thing to write in the 
world. 

“To strike just the right balance 
between excitement and plausibility 
is a task for a genius. It takes 
genius to write an advertisement that 
will bring a horde of consumers into 
a store and make them ask for Es- 
senboom’s Voluptuous Lipsticks or 
Gabrielle Bust Forms.” 

Mr. Powel is no tyro at this busi- 
ness of writing books. This one is 
his tenth. The series began with a 
book-length obit of Walter Camp, 
whom the author had known inti- 
mately while acting editor of 
Collier’s. 

In 1927, he wrote in collaboration 
with Kenneth Goode, magazine edi- 


tor and agency executive, “What 
About Advertising?” Another col- 
laborative item was “The World’s 
Greatest 99 Days,” written with Ben 
Duffy, with whom Mr. Powel worked 
from 1922 to 1925 while a member of 
the copy staff of what was then Bar- 
ton, Durstine and Osborn. 


Wheeler to Swan 


James Wheeler, illustrator, for- 
merly with Manning Studios, Cleve- 
land and more recently of New York, 
has joined The Swan Studios, Chi- 
cago. 


Cleveland Agency Moves 


Seaver - Brinkman - Gerstenberger, 
Inc., Cleveland, has moved from the 
Chester-Twelfth Bldg. to larger quar- 
ters at 1605 Guarantee Title Bldg. 


Hamilton Will 
Guard Interest 
Of Consumers 


Washington, D. C., Aug. 8.—The 
office of Adviser on Consumers’ 
Problems has been created under 
the “skeleton” NRA by an executive 
order signed by President Roosevelt. 
Prof. Walton Hale Hamilton of Yale 
University has been named as head 
of the organization. 


Consumers’ Adviser 


Prof. Hamilton was formerly a 
member of the Consumers’ Advisory 
Board, which was organized under 


the old NRA. His duties will be to 
keep in close touch with consumers’ 
problems. 

Public policies as they affect the 
consumer will be reviewed. In or- 
der to guard in some measure 
against harm to consumers’ inter- 
ests, the consumers’ adviser has 
been established “to suggest ways 
and means to promote larger and 
more economical production of use- 
ful goods and facilitate the mainte- 
nance and betterment of the Ameri- 
can standard of living.” 


Munsingwear on Air 
Munsingwear Corporation, Minne- 
apolis, will launch its first radio pro- 
gram in September, using WGN, 
Chicago. Roche, Williams & Cun- 
nyngham, Inc., is the agency. 


In the 
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(_] Special cash offer—Three years $2.00 
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Tying Salaries to Sales 
Designing for Sales 
A President Takes a Hand in the Sales Effort 


Following Up Inquiries 


100 E. Ohio St. 


DUSTRIAL MARKETING 


Sales Promotion in the Sale of Factory Equipment 


Keeping a Perpetual Inventory of Sales Prospects 


“We're in the Movies Now” 


Marketing Experiences with Stainless Steel 


Financing Sales Under FHA 


INDUSTRIAL MARKETING 


[_] Send invoice 
[_] Remittance enclosed 


Canadian and Foreign, $1.50 per year. 


ee | 


Chicago 


Rival Woe vt ae ; wets OES Oe oe pn ; Daeg ioaiaae Mal Rte ae ae pete Al ar i eae ts ee ey SW cae i. t i ees Big VV 4 = + r 4 " 7 
. aa ea ne ae = ‘ ‘ ¢ Y 5 ; z = . ass = ss 
ene eet a A A A A tA RR RE RRR A AR ORR AA A NAR A A A LRN NR SSSR SN ART NE A I NR OR ; 
— = = — —__—_—$_<$£<$<—$<$_—$_$_—————— eee er 
| | | | Z 
4 Ay ced 
ae 
| ae 
a 
i q 
| qusmuneen . eA 
- 
eee 
Bo Po 
= 
sec 
ae 
Py 
crete 
Fees hap Siete 
oe wv sat cs 
. “ena, Wea Soe 
oe war 
Be nye eg 
Beta | seta 
a ¥ gee 
ee 
| yin 
cage alee 
a Bee tes 
ores es 
mete HEN) 
RS 7 Pomay 
: 
| papnars 
Tee el Bt : 
et a 
ae a me 
a al 
| 
| A 
| 
| | 
| | ae 
| | ae are 
j ita, ae 
| Ngee 
| Gane, Se 
| 
| ee 
| . tay eee 
Fa el Ra 
| a Lae - 
| Senet 
A 
€ A 
aa 
URS tt 
oat 
eo 
ar 
; Ona eae ha 
a tae 
Pe Fei a 
ae 
. 
, 
J 
7 
Pe : 
woe 
| = 
7 
} ‘ : 
, | 
mane 
Agar 9 ais 
' pcs ae 
| tea: 
3 | mils . 
| ane 
| 2 
4 | aye 
| e 
| ie 
| _ 
| 
| 
i= | f 
sce ean ones ena: amie a eee i nen a lame ta: ids lin ema saline ama aan agin ie een lap eee aii iia ema le een . 
e : 
| 
: Pl te bscription for INDUSTRIAL MARKETING as indicated 
. 
: ease enter my supscription for as ca below: 
t, 
at MI os cw % & plaka eee 6 8 Rk ba aeRO Pe ee Sy he ere ey 
n : 
h 
h ES eee eee eee re hen oe er ee ee er ere ener re ee: ae mrt err eR eo 
~ 
4 
| EG A eee ee ee ee Re ee | 
. 
TS : a p Sam Le) ia eee <ee gea) . *as ae apt a Jo cia Sy Os Sa rihea : Fat thet 
7 ; . + F <% ; ore. ogi Fe oe een ee ae ees Podge SRNR Tora! aN, a cee ro na oh gt NL cee Bn eee cata. | ae eh Ar Se es) eae hoe dee = dest er ee ERE Set ee Bi Am es ee = eae ag ee see arte 
er <1 ee es gh Sm ek ot I ee be ES anes RE as ohn ae tO ee oi. rime Oe is Odo ad OR CESS cr co Sse fae kd a ae RS Son cat a Da ee ee oP | ee ey ice eT oe Oe ec teer 
ee ae ce ee et ee ee iS ee ee SR SS MT eR a eS Ca RE ee Oe ee 
Pepe rit lee ater, oe SE el aa Bg et ae amr a Se aS ee aa $ Fides acta Mga e er eee eae ora ee eee Pn Sey ee ee ee Ta eae Charge fey Meant Se eR Ree SP re bg : Beg sa ees, ean) ae Pee aeianue | 
Bese ie ee aa re Ua ee a ee a Men MR NR A aie atl fe Buea et dh. Te Rau OV Siete re Pt tas Cy ot ghee SE: hs Aer DUNE ee occ ce ae re a Lea es seiner ie ht I nes erga 2 eee ae 
Ce ree RNS ess oe Re Gh Ag, ceo sao Rea aa ee, PERT ahc egy, rg tic Mies 1a emma alge att, Epa namNe Ie iesavE RC 1" us ore ea Grp: | OEE Pi niay Bete te etme | ma Meee Fe. cgi NPS eM in Leg Nm hye ict aN i 2 aC ance RE ETL Meee are ee aM: 3 cine ke Re ea. 
Thal ties id nil te eg: oe ae Leg tS ge Pe Paes aati Bae bint hkl ok Ce sees eae wae veel te en ek eee Miler ae DES eg) Meal 2p ey Sh ee gst aeiyne ae Shee Oo RO ae seen erik a cies aii as CS Ralls ada By wet eer ¥ Vat wane sande cE Cs eS 
ce oe ee rear) eC ce es a aR es ee eee Ge a SNe FA Scent ten Fe AMG ENG he. ae i a rN RoE Cg pe cree INE 12 ON REN reac ie ns Mime | Has A galas era sone ee aetna SR RN cet) Pee ee GS eta) eae 
Bete oti ESN Capen ih fetish Neate SRE Ca eye bat - Rao bs egies. 1 aa aM Gye AER le SR ca eg wari oe ot de RE = Rote eG Se mae. Raw Meee 


24 


ADVERTISING AGE 


August 12, 1935 


EASTMAN URGES 
MORE R. R. ADS 


Washington, D. C., Aug. 7.—Point- 
ing out that railroads spent only 
$226,000 in 1933 advertising for 
freight traffic, Joseph B. Eastman, 
federal transportation coordinator, 
has urged railroads to make greater 
use of advertising to stimulate 
freight business from small shippers. 

Mr. Eastman’s recommendations 
were made in a report submitted to 
the regional coordinating committees 
of the country’s railroads. The re- 
port was prepared by J. R. Turney, 
head of the coordinator’s transporta- 
tion service section. 

Under today’s methods of solicit- 
ing direct freight traffic, the report 
declared, the cost of obtaining one 
carload of business from transient 
shippers averaged $12, against the 
average cost per car on all classes of 
shippers of only $1.44. 

Two per cent of the total number 
of shippers are responsible for 47 
per cent of the freight traffic, while 
54 per cent are responsible for only 
four percent, it was pointed out. 

If wider use of advertising were 
made, the report asserted, this 54 


per cent could be reached more 
cheaply and more effectively than 
under the present method of making 
direct solicitations. 

The report also recommended the 
creation of a joint traffic develop- 
ment agency devoted to market re- 
search. A simplification of tariff and 
rate structures, as helpful to carriers 
and shippers, was also urged. 


Breytspraak Joins 
Erwin, Wasey & Co. 


Victor C. Breytspraak has left Car- 
roll Dean Murphy, Inc., Chicago, to 
join the Chicago office of Erwin, 
Wasey & Co. 

Mr. Breytspraak will be in charge 
of the new business department. 


Names V. G. Clyde 


Vv. G. Clyde, who represented Ex- 
cavating Engineer in the Chicago 
territory for five years, has joined 
the staff of the Manufacturing Con- 
fectioner Publishing Company. He 
will cover the Central West for the 
Manufacturing Confectioner and the 
Candy Buyers’ Directory. 


Syn-O-Scope Appoints 

Advertising of Syn-O-Scope Labora- 
tories, Inc., Chicago, covering a de- 
vice and preparation for relief of 
sinus trouble, catarrh, etc., has been 
placed with Gale & Pietsch, Inc., Chi- 
cago. Newspapers will be used. 


Mails Large Catalog 


The Chicago Mail Order Company, 
mail order specialist in wearing ap- 
parel, has started mailing of the 
company’s new fall and winter style 
book, to 5,000,000 customers. The 
352-page book is the largest and most 
elaborate catalog the company has 
ever produced. Duotone rotogravure 
printing is one of the processes used 
in printing the book. Price-averages 
on women’s and misses’ coats and 
dresses are considerably below those 
for fall, 1934. 


Knox Company Moves 


General offices of The Knox Com- 
pany, distributor of Cystex, Diotex, 
Chinaroyd, Nixoderm and _ other 
products, have been moved from 
Kansas City to the Chamber of Com- 
merce Bldg., Los Angeles. Allen C. 
Smith Advertising Company, Kansas 
City, continues as the company’s 
agency. 


Insulite Names Anderson 


The Insulite Company, Minneap- 
olis, has appointed E. A. Anderson 
as assistant sales manager, in charge 
of the Southern district, with head- 
quarters at St. Louis. 


Moves L. A. Office 
The Los Angeles office of Lord & 
Thomas has been moved to new 
quarters in Suite 520, Edison Bldg., 
601 W. Fifth St. The telephone num- 
ber is Michigan 7651. 


ARTISTS 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPEr 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


a 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS 
PLANNING 


ENGRAVERS 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 
(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


* 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


PHOTOGRAPHING 


DEPENDABLE PRINTING 
Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of superior 
facilities and efficient 


Polk and La Salle Streets 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


management 


Chicago, Illinois 


COPELAND BILL 
HEARINGS GO ON; 
CHANGES OFFERED 


(Continued from Page 1, Col. 3) 


ers Association and the American 
Pharmaceutical Manufacturers. 

Charles Wesley Dunn, representing 
the two latter organizations, ex- 
pressed support for the Copeland bill, 
but asked for consideration of five 
amendments, some of which he said 
were not opposed by the Pure Food 
and Drugs Administration, while 
others had met opposition. 

He urged a technical change which 
he said had an important bearing 
upon advertising. Section 710, he 
pointed out, provides that before the 
Secretary reports an apparent viola- 
tion of the act for a civil penalty, an 
administrative hearing may be held 
to review the decision. Mr. Dunn 
urged that the holding of the hearing 
be mandatory rather than permissive. 
Further, he urged that the hearing be 
conducted before an impartial admin- 
istrative board of review, created by 
the President, if the violation in- 
volves an issue or an opinion. 


Of Real Concern 


This is of real concern to advertis- 
ing, he emphasized, for the bill cov- 
ers the field of food, drug and cos- 
metic advertising, consisting largely 
of opinion representation, certain to 
involve many differences. He feared 
that without the mandatory review 
of the Secretary’s decision, a manu- 
facturer might easily be publicly 
branded as a false advertiser, duc 
merely to a matter of opinion. 

Mr. Dunn said that his organiza- 
tions favor the broad prohibition of 
any and all false or misleading ad- 
vertising and supports the placement 
of its enforcement with the Depart- 
ment of Agriculture rather than with 
the Federal Trade Commission, as 
desired by others. He argued that 
it was not within the public interest 
to divide this enforcement of the act, 
because, he said, the question of 
labeling, misbranding and advertis- 
ing involves overlapping and ques- 
tions of application, which should be 
unified under one administrative 
head. 

Other amendments proposed by 
Mr. Dunn were: 

1. Eliminate the phrasing requir- 
ing that labels carry “complete and 
adequate direction for use.” It is 
held that if a label gives adequate 
information, the label is, in effect, 
complete in a practical sense. The 
administration has not objected to 
such an amendment. 

2. Authorize the admission of im- 
ported products brought into com- 
pliance with the act of relabeling 
or reconditioning. This has been ap- 
proved under existing law and it is 
held that it is necessary to restate 
this approval for the future. The 
administration has objected to this 
proposal. 


Wants Labeling Change 


3. Exception is taken by the ad- 
ministration to a change which 
would exempt proprietary goods 
from the labeling requirements as 
to all the ingredients if the in- 
gredients are disclosed to the Sec- 
retary. Mr. Dunn observed that such 
an arrangement would protect the 
creator of the product and his own- 
ership, prevent competitive misap- 
propriation of its reputation and 
market and likewise protect the 
public from deceptive claims of 
products claimed to be identical with 
the original product. 

The administration claims, Mr. 
Dunn declared, that the public 
should be informed of the composi- 
tion of the product, particularly of 
foods. He said that foods for which 
the Secretary has established defi- 
nitions and standards of identity 
will be exempted from this require- 
ment. 


Others Suggest Changes 


The ice cream manufacturers and 
others were supported by Mr. Dunn 


in their requests for elimination of 


the section relative to artificial color 
and flavor. 

E. B. Cosgrove, president of the 
National Canners’ Association, 
placed on record his 100 per cent 
acceptance of the bill, saying that 
it is a forward step in the establish- 
ment of satisfactory standards for 
food. However, he did urge adop- 
tion of an amendment which Repre- 
sentative Owen has proposed, requir- 
ing the Secretary to issue standards 
for fresh fruits and vegetables giv- 
ing due consideration to localities of 
production. He said that this was 
important in relation to peas and 
peaches. 

Dr. W. C. Woodward, speaking in 
behalf of the American Medical As- 
sociation, would have the Copeland 
bill made still more stringent. “The 
only fault is that is does not go far 
enough,” he told the committee. “I 
think the provisions with reference 
to medicines are weaker than the 
present law. The regulation of ad- 
vertising is a step in the right direc- 
tion, but is not strong enough.” 


Vick Officials Heard 


The places of the advertising 
clauses under the Federal Trade 
Commission was supported by rep- 
resentatives of the Vick Chemical 
Company, H. Smith Richardson, its 
chairman, and R. K. Hines, counsel. 
At the same time these officials 
strongly urged that further cladifica- 
tion be given to the multiple seizure 
clauses, particularly the phrase, 
“grossly deceptive,” which they con- 
tended is capable of being construed 
in a variety of ways. Court review 
was proposed in all such cases. 

Mr. Richardson urged that the bill 
be passed at this session in order to 
remove the subject from contention. 
Mr. Hines, however, proposed three 
amendments which he _ thought 
would clarify Section 708. These 
would provide civil penalty actions 
for cases of misbranding not involv- 
ing danger to health or gross decep- 
tion; criminal prosecutions not to 
be used in cases established by opin- 
ion, and both criminal prosecutions 
and civil penalty actions in the dis- 
trict court where the person resides. 
The present wording makes this pos- 
sible only in the case of civil ac- 
tions, he said. 

Nine women’s organizations filed 
statements in support of the bill, sim- 
ilar in all essential purposes to 
their supporting testimony before 
the Senate committee hearings ear- 
lier this year. 


Sees Divided Authority 


The National Wholesale Druggist 
Association, represented by Dr. 
E. L. Newcomb, vice-president, 
strongly urged that the Federal 
Trade Commission be placed in 
charge of all advertising features 
of the Copeland bill. Dr. Newcomb 
pointed out that “Passage of the 
bill as now written will result in a 
division of jurisdiction over adver- 
tising. The Federal Trade Com- 
mission and the Food and Drug Ad- 
ministration will have jurisdiction 
over food, drugs and cosmetic ad- 
vertising, because the bill specific- 
ally gives that authority, but just as 
specifically provides that nothing 
therein shall be construed as limit- 
ing jurisdiction or taking away the 
power of the Federal Trade Com- 
mission under its organic act.” 

The Toilet Goods Association, 
through Asher Bloom, urged limit- 
ing the powers of the Secretary of 
Agriculture over cosmetics which, 
in some cases, might cause discom- 
fort to certain types. He declared 
that under present provisions of 
the measure, “There isn’t a single 
powder, cold cream or cosmetic 
that can remain on the market.” 

Other witnesses included Dr. 
Hubert M. Roberts of the National 
Chiropractic Organization asking 
that “devices” be defined not to in- 
clude drugless healing types; F. C. 
Ellis, of Ellis Research lLabora- 
tories, Chicago, urged clarification 
of this section. J. B. Matthews of 
Consumers’ Research, Inec., de- 
clared the bill did not go far 
enough and asked for the creation 
of a “Department of the Consumer.” 


McHenry Elected 


Roland McHenry has been elected 
vice-president of Star Grain Com- 
pany, Chicago, a subsidiary of Gen- 
eral Mills, Inc. 
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ADVERTISING AGE 


TWO to ONE 


A leading newspaper publisher 
who advertised an important 
market survey in color pages in 
several advertising journals 
reported that Advertising Age 
outpulled all other publications 
used by a margin of better than 
two to one. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Member A. B. C. Member A. B. P. 
New York Chicago ' Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 100 E. Ohio St. Walton Building Russ Building 536 S. Hill St. 


. : Fi " ; 7 = i : : ely see oe: + st "a San ig : ? sy 4 
ee en a ae RR ec RE I ME RE A A SE TR OE RE NR NE A RNR AN AR AA ERS 2 AR RE EE AR A a A A A NES RE A le NR am oN 
pa 3 

eet 
| Bs 
| = 
i z. 
| a 
| 
Dh ee 
Eee iF 
ees 
fies 
edt 
pena 
ees A 
3 hel 
“e oe 
Be a en 
Gr See aes 
| aha : 
: sith i ae 
AE oa 
Ree yy ie 
ome te: 
Aaa a ee 
| ea a 5 an 
} A ee ae 
[RSs iea ens 
| Sea 
J | 7 
; 
; wi ane 
ioe haa 
3 
3 ae. 
. ieee 
5 oat =) 
~ Birearts Bey 
.) tie oo 
\- 
s 
- @ | 
: gt ait s) 
3. Ba eRe 
3- Sars 
Se hewn 
ne mi Aaean 
Se ty 
methere arg 
d pea) 
n- ‘a 
0 - 
e se Ni 
r- cen 
ae ca 
st is 
ir. we 
it, oe 
al ; 
in 
es : 
nb bee 
he 
a 
er- i 
m- - 
\d- 
on aie 
1d- ae ay Dae 
SE on: 
fic- BS 
Pavia 
as ene 
ng a 
che ve 
ym- bee 
on, ae 
ae 
nit- ae 
of aes. 
ich, 
9m- 
red 
of 
gle 
atic 
J 
Dr. 
ynal 
cing 
in- : 
Sh 
ora- 
tion 
3 of 
de- 
far 
tion 
” 
er. 
a 
cted ) 
Yom- : 
Gen- 
5s eis Mee ack Peis 2 eee na ey pee sal tat a yp Peete lee Spee eg ee sie Pep ot cane E ene ain | " ao a Peel ee ge, ek ie eS, foe . ORE) eS Nae et ae 
5 Peet ong. a4, pet 8D oe Pa Rt Bee ait A anime 6 0) inane eM Se aes AN, Dae ce ak ne test Wii hoe pon  MQe pa GMS Sar cs oh ong to °5'5 2 TANG Chants fon cae Menta Ye po) gia Bell pe yey Oe al ‘eigen i ee” ni BAe a ee VE be ks RR a BS eee eee 
ee a a oc a A eee re a ce a ee ie ee lie eS aia ok el eae 
Ran ae oe wa ere 4 gee re ‘ ie ctr =. coe i we 4 z es a ies as eS easy! , eee oe eee say ; een pee era eae e eae Wels ar 3 Cy ras o's iy ee eg icy wee rage ye 3 oy paves 
eens ee crate Reh ce08 pie Aa 2k Cp bceome Mita eee TR PS aie seek ibe So be aa hi get eres per ha ee eee bee Meets aa beta wie Baa ar er cag Ai ee a ea oe oe eer ae sae ty PSE pee = pas vee pee sa Me Pa i eee 
Snecma ne eee oh haa as eae ee es Fe Fan Gee ene ee os esi ake a sis es ee eee ie epee 2 os a rats pea U1 Fee a Meena eager ney ee aay Ieee Se EN 
eerie ene Cie A ra pt ate eae Omen Se eee err te Ne eae yay ee een eee S esis Be. ete Were re TON ers Ore eee ae i ts aii tinetges |, tee SG Eitan a ete Sie meee Cee iene. Soe Srey e Ata 


26 


ADVERTISING AGE 


August 12, 1935 


New Trends in 
Home Building 


Seen in Study 


(Picture on Page 27) 


New York, Aug. 8.—A marked pref- 
erence for  nationally-advertised 
building materials is revealed by data 
collected in connection with the home 
renovating contest conducted by 
Good Housekeeping, a condition of 
which was that entrants submit an 
itemized list of trade-marked ma- 
terials. 

Results also indicate the continued 
popularity of Colonial architecture 
and an increasing tendency to treat 
the kitchen as a part of the living 
quarters. 

More than 10,000 home owners 
participated in the contest, 1,500 
submitted plans and 250 plans were 
considered for the awards. Na- 
tional awards consisted of two prizes 
of $500 each and two gold medals. 
There were 26 regional prizes of 
bronze medals. 

The winning designs will be han- 
died editorially in Good Housekeep- 
ing, and a brochure containing the 
information advertisers directly and 
indirectly concerned are interested 
in is in preparation. The value of 


the trade-marked materials itemized 
totalled more than $1,000,000. 


New CBS Book Plots 
Day, Night Listening 


Columbia Broadcasting System has 
just issued a new volume, “Day and 
Night CBS Listening Areas,” the 
third of the CBS “Listening Areas” 
books. The new volume presents for 
the first time in radio separate maps 
of night-time listening and day-time 
listening, plotted individually for 
each of the 97 CBS stations. Follow- 
ing the individual station maps are 
CBS composite listening area maps. 

Market data is based on the latest 
official count of radio homes as of 
Jan. 1, 1935, said to be the most com- 
prehensive survey of radio ownership 
since the U. S. Department of Com- 
merce census of 1930. 


Joins “Radio Today” 


Lee Robinson, for 22 years a na- 
tional figure in the phonograph and 
radio field and former editor and 
general manager of Radio Merchant, 
has joined Caldwell and Clements, 
Inc., New York, as field editor of 
Radio Today. 


Organize New Agency 
Charles K. Swafford, Albert E. 
Koehl and Eugene Van Guilder have 
organized Swafford and Koehl, Inc., 
Advertising, with offices at 551 Fitth 
Ave., New York. The firm’s tele- 
phone number is Murray-Hill 2-6430. 


ANSWER FILED 
IN NEWSPAPER 
RATE CITATION 


Daily Denies Right of FTC 
to Take Action 


Washington, D. C., Aug. 7.—The 
Blackwell Daily Journal of Black- 
well, Okla., charged by the Federal 
Trade Commission with selling ad- 
vertising at less than cost in unfair 
competition with the Blackwell 
Daily Tribune, has_ substantially 
denied all charges in its answer filed 
here. 

The Journal also asserts that the 
Federal Trade Commission is without 
jurisdiction in the matter and asks 
that the bill of complaint be dis- 
missed, for, according to its brief, 
“all of the alleged unfair practices 
are wholly intrastate and not inter- 
state.” 

The Federal Trade Commission 
had cited the Blackwell Journal for 


The Chicago Office 


100 E. OHIO STREET 


of 


dvertising Age 


is now located at 


Call DELaware 1337-8-9-40 


for all departments 


a number of allegations, chief of 
which was the selling of space below 
cost of composition and publication. 
It was also charged with a cam- 
paign to injure the business of the 
Blackwell Tribune through the se- 
curing of exclusive subscriptions. 

After making general denial of un- 
fair practices in the solicitation of 
advertising or the selling of space, 
the Journal “denies that its rates and 
charges for advertising space are be- 
low a profitable return,” or that it 
conducts any campaign of disparage- 
ment against the Tribune, pointing 
out that in its territory the Tribune 
covers the morning field while the 
Journal covers the evening field. In 
addition, it is pointed out that there 
are seven other papers which also 
circulate in Blackwell, which taken 
as a whole, have a circulation “in 
excess of either the Tribune or the 
Journal.” 


Is Making Money 


As to the specific charge of selling 
advertising below cost, it is stated 
that such is not the case, although 
the Journal points out that “it has 
no knowledge whether or not the 
price or charge made by it is sub- 
stantially below the cost at which the 
Tribune can and does set up and pub- 
lish similar advertisements.” 

“And in connection with the price 
being charged,” the Journal con- 
tinues in its answer, “that at the 
establishment of its newspaper in 
the city of Blackwell, it established 
a rate for open space without con- 
tract of 42 cents per inch, with con- 
tract rate varying from 35 to 27 
cents per inch. That at said time 
said Tribune had a rate higher than 
said rate so established by this re- 
spondent but had a much larger 
subscription list as this respondent 
had just established its business. 
That this respondent continued said 
rate in effect for a number of 
months. 

“That during said period of time 
the said Tribune entered into con- 
tracts with advertisers calling for 
exclusive advertising; that is, the 
said Tribune would establish a cer- 
tain rate if said advertiser would 
agree not to advertise with this re- 
spondent, but that in event said ad- 
vertiser would advertise with the 
respondent, then the rate auto- 
matically became aé_e great deal 
higher and in some cases almost 
double. 

Tells of Warfare 


“That in addition thereto the Tri- 
bune established a certain rate for its 
advertising and then gave the adver- 
tisers an equal amount of space in 
said newspaper free of cost to said 
advertiser. That the rates estab- 
lished by said exclusive contracts and 
the rate put in effect by the giving 
away of an equal amount of adver- 
tising placed the cost of advertising 
in the Tribune much lower in propor- 
tion to its circulation than the Jour- 
nal and as a result thereof this re- 
spondent was losing a large number 
of its advertisers and could not have 
continued to procure advertisements 
upon the rates which it had estab- 
lished, all because of the acts of said 
Tribune. That the effect of the said 
exclusive advertising contracts of the 
Tribune was to automatically in- 
crease the costs of advertising to ad- 
vertisers using both the Tribune and 
Journal.” 

It is pointed out that the Journal, 
in order to meet the rate established 
by the Tribune, and procure its pro- 
portionate part of the advertisements 
from the merchants of Blackwell and 
vicinity, established its present rate 
of 15 cents per inch for local display 
advertising “regardless of whether 
such advertisers advertised exclu- 
sively in the Journal or whether they 
also patronized other publications.” 


Describes Rate Structure 


The Journal asserts that under its 
present rate it has increased its ad- 
vertising revenue and is securing “a 
greater amount of advertising, and 
that such increased revenue has en- 
abled it to improve its service to its 
subscribers and that the establish- 
ment of such rates has been profi- 
table.” 

As for the differences between local 
and national advertising rates, the 
Journal denies “that charges made 
by it for the insertion and publica- 
tion of advertising, other than classi- 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); minit- 
mum, $2. 


POSITIONS WANTED 


NEW YORK OR VICINITY 

Young man, 25, Christian, ambi- 
tious, and with genuine love for ad- 
vertising, wishes to re-enter that 
field. Experience: 4 years secy.-asst, 
to adv. mgr., 21%, years mag. proof- 
reader; present position, 24% years, 
office manager printing-litho firm. 
Can handle books and financial state- 
ments; have general elementary 
knowledge of printing, copy and lay- 
out, engravings, etc. High school 
grad., with some college extension. 
Good ref. Box 616, ApveRTISING AGE, 
New York City. 


Advertising Manager, thoroughly 
experienced 14 years. Successful in 
selling, sales promotion and adver- 
tising. Now employed, seeking new 
connection with larger responsibili- 
ties. Box 617, ApvERTISING AGE, Chi- 
cago. 


HELP WANTED 

ADVERTISING REPRESENTA- 
TIVES wanted for a new non-com- 
petitive class publication in all 
states (Illinois and New York ex- 
cepted. Give complete information. 
Box 618, ApverRTISING AcE, New York 
City. 


SPECIAL SERVICES 
~ Include properous Honolulu in your 
car card campaign. 1,200,000 persons 
reached monthly for only $35. Write 
direct to HONOLULU RAPID 
TRANSIT CO., Honolulu, T. H. 


~ ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Testimonials, 
Diagrams, Illustrations, etc., 600 
copies $2.50; add’l hundred 20c. Cuts 
unnecessary. Samples. Laurel 
Process, 480 Canal St., N. Y. C. 


fied advertising, in its newspaper, 
differs with respect to the amount 
of space used or with the number 
of insertions, but avers that a uni- 
form charge is made for all other 
advertisements in its newspaper 
based upon the kind of advertising 
and the amount of space used.” 

It is admitted that advertising “is 
divided into ‘national’ advertising, 
done by merchants, manufacturers 
and others located in states other 
than in Oklahoma, and who offer 
their goods in various parts of the 
United States, and ‘local’ advertis- 
ing, done by those located in Black- 
well and vicinity.” 

The Federal Trade Commission has 
not made public the date for further 
consideration of the case. 


Chevrolet Contest Draws 


Prospects to Dealers 


Chevrolet Motor Company has 
launched a slogan contest with $5,000 
in prizes. Slogans of not more than 
ten words are to be written on entry 
blanks supplied by Chevrolet dealers. 
Winners may be announced over the 
Chevrolet “Musical Moments” radio 


program. 
Judges will be “Wild Bill” Cum- 
mings, national A. A. A. racing 


champion, Chris Sinsabaugh, editor, 
Automotive Daily News, and James 
Dalton, editor, Motor Magazine. 


Selects Heanue 


John B. Woodward, Inc., national 
advertising representative, has ap- 
pointed Frank W. Heanue as man- 
ager of its newly-established Boston 
office, in the Globe Bldg. For the 
last eight years, Mr. Heanue has 
been a member of the national ad- 
vertising staff of the New York 
Times. 


Cahn Heads Pioneer 


Leo H. Heimerdinger, president of 
the Pioneer Suspender Company, 
Philadelphia, since 1914, has re 


signed. The company’s board of di- 
rectors has elected Mr. Heimerdinger 
as chairman of the board, and has 
appointed Tillman Cahn to succeed 
Mr. Heimerdinger as president. 
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PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


"GOOD HOUSEKEEPING" RUNS REMODELING 


———ee 


Helen Koues, director of Good Housekeeping Studio, shows prize 
winning exhibits in the magazine's national house remodeling com- 
petition to William Frederick Bigelow, edtor of the paper (left), and 
Warren C. Agry, business manager (center). (Story on Page 26.) 


SIT IN JUDGMENT ON AMATEUR AD WRITERS 


These New York agency men braved the heat one day last week when 
they journeyed to Paterson, N. J., to judge entries in the ad writing 
contest sponsored by the "Paterson Evening News." Left to right, 
they are: L. B. Clarke, Kenyon & Eckhardt, Inc.; Ted Noakes, Frank 
Presbrey Company; Walter Wilds, Blackman Advertising, Inc. 


TAKES ANOTHER STEP IN PACKAGE PROGRAM 
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Another step forward in the redesign program of International Salt 

Company, under which a family resemblance is being given all pack- 

ages, is shown in these new bags for various sizes of Purity table salt. 
The old bags are shown in the background. 


HELPS SELL P. D. VARIETY OF DISPLAYS FEATURES CAMAY CONTEST 
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This display stand for Sinclair P. D. 
"death-tested" insect spray was | 
created by Gair Thames Contain- | 
ers, Inc. In addition to the jum- | 
bled display usual in this type of — 
stand, cleverly contrived notches 
in the panels allow for prominent 


display of individual cans. The dis- Shown here are some of the attractive dealer helps, including window, 
play is constructed of corrugated store and basket display cards, which are being made available to 
paperboard. retailers for use in popularizing the new Camay slogan contest, in 


which Procter & Gamble Company is again offering life annuities, 

this time for slogans of ten words or less. One unusual feature of the 

contest is the promise of the company to send a list of all winners 

= to every person who enters a slogan. Pedlar & Ryan, New York, 
are in charge. 


SPECIAL BUILDING FOR VISITORS BEING CONSTRUCTED AT FORD PLANT 
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A new visitors’ entrance and museum under construction at the River Rouge plant of Ford Motor Com- 
pany, designed to take care of the stream of tourists which the huge plant attracts. (Story on Page 15.) 


"SUPER" POSTERS MAKING APPEARANCE IN THREE FLORIDA CITIES 
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St. Petersburg by Griffith Displays, Inc., Miami. Each display is floodlighted and equipped with dec- 
orative Neon strips at each end. 
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Bring Your Basket to this Tree! 
All the Apples You Can Carry and 
They’re Ripe for the Picking! 


BUNCH of boys went picking apples one day. 
Most of them headed for an orchard where a 
number of big trees stood. But there were so many 
of them and they had been through that orchard so 
many times that it took endless work for any of them 
to get a full basket, working all the trees in the lot. 
But some of these fellows climbed over the fence to 
where another tree stood, with its-roots in rich soil, 
uncrowded by other trees. It had nothing to interfere 
with its growth and it bore a big ripe crop. These 
smart kids went to that tree as well as the others...and 
with a lot less work they filled their baskets to over- 


flowing. oo 


Where a dozen or so other women’s magazines stand 
crowded together in the city field, THE FARMER'S 


The FARM ERS WIFE Magazine 


The Women’s Magazine With The Fastest-Growing 


Reader Income 


CHICAGO 
307 N. Michigan Ave. 


NEW YORK 
405 Lexington Ave. 


ST. PAUL 
55 E. 10th St. 


WIFE Magazine is the only magazine concentrated 
among the farm and village women who buy for big- 
ger families (770,000 more consumers in THE 
FARMER'S WIFE'S circulation family). The average 
farm family’s spendable income is nearly doubled in 
the last two years. The pent-up demand of more than 
five years is there. This rural field includes 40% of 
America’s families...a big, rich field with only one 
apple tree standing in it. See for yourself why wise 
advertisers are sending their baskets over to this tree, 
as well as to the others! THE FARMER’S WIFE Mag- 
azine’s representa- 
tive can tell you 
where the ripe sales 
opportunities are. 


SAN FRANCISCO 
155 Montgomery 
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